La 
i 
zm 
“ 


CHICAGO 


PUBLISHED 
WEEKLY AT 537 
S. DEARBORN ST. 


HAR. 7504 


HE? 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


(Trade-Mark Registered U. S. Patent Office) 


NEW YORK 


GRAYBAR 
BUILDING, 420 
LEXINGTON AVE. 


MO. 4-1572 


——— 


Rough Proofs | UNFAIR COPY A |Publishers Offered REDUCTION OF 


Another trade advertiser, this 
time in the plumbing field, is going 
after reader interest via sex appeal. 
This will give the plumbers just one 
more reason for forgetting their 
tools. 

* * * 

Carl K. Hart has been traded by 
Ft. Madison, Ia., to Janesville, Wis., 
‘both clubs in the Fountain Pen 
League. Carl is just about due to be 
drafted by the majors. 


* * * 


Norman Chase officiated at the 
“hanging” of Al Capone in Detroit 
recently. Now if he wants to win 
real popularity, he ought to put on 
the act in Chicago. 

* 7” * 


Newspaper men did not report the 
Los Angeles convention of the A. N. 
Pp. A., in keeping with the usual 
custom. Due to the inherent mod- 
esty of newspaper publishers, they 
are unable to see any news value 
in their own proceedings. 

* x * 


Mrs. Anna Steese Richardson dis- 
cussed “What 20,000,000 Women 
Want” at an advertising meeting in 
Chicago. The answer, of course, is, 
“What they can’t have.” 

o*” cd * 


Any old statistician can tell you 
what 20,000,000 women want, but 
will admit that he is slightly puzzled 
when it comes to figuring out what 
Mrs. Statistician wants. 

* * * 


Three to one the artist who drew 
the cover design for this week’s 
Post, showing a footballer planting 
the ball on the goal-line, with his 
bean against the goal-post, hasn’t 
seen a game in four years. 

* - * 


“In St. Paul,” the advertiser says, 
“Miss O’Shaughnessy prefers Dubl- 
towls to cloth towels.” 

And what does she prefer in Min- 
neapolis? 

* * 


Orders for the new Burroughs 
typewriter are rolling in, without 
advertising, as the result of the 
bare announcement of the new prod- 
uct. Space salesmen insist that Bur- 


roughs has done its advertising job} 


too well. 


* * * 


Shakespeare suggested that a rose 
by any other name would smell as 
sweet, but then Shakespeare was 
Never advertising manager for a 


hair dye. 
* * 


Stop-lights have a decided effect 
on retail trade, a survey shows. If 
Gen. Sheridan had been able to use 
the traffic signals, he wouldn’t have 
had to ride twenty miles to Win- 
chester to say, “Turn, boys, turn!” 

*. * * 


Looks as if the prominent New 
York advertising men are all coming 
to Chicago to make their important 
speeches. Is it possible that Jimmy 
Walker is the only luncheon orator 
New Yorkers will listen to? 

* * * 

Popular O. C. Harn, managing di- 
rector of the A. B. C., has been laid 
up for a couple of months with lum- 
bago. But it is officially announced 
that his ailment was not the result 
of poor circulation. 

** @ 


“Colds earn no money.” 
No? Ask your druggist. 


Copy Cus. 


MENACE; DONT 
RUN IT’—-NAMM 


Predatory Copy Undermining 
Advertising, He Says 


Cincinnati, O., Nov. 17—Asserting 
that unfair competitive copy is the 
major disease of advertising at the 
present time, Major Benjamin H. 
Namm, president of the Namm 
Store, Brooklyn, N. Y., told the 
members of the Cincinnati Retail 
Merchants Association here today 
that advertising media must take the 
lead in eliminating predatory ad- 
vertising by refusing to accept copy 
of this character. 


“Of late there have been conspic- 
uous evidences of a predatory spirit 
in advertising which, if not re- 
strained, threatens to destroy the 
very life of advertising,” he said. 
“Unless it be checked, advertising 
may degenerate into an ugly war- 
fare of incrimination and recrimi- 
nation, to the detriment of business 
and the disgust of the consuming 
public. 


Refuse to Run Copy 


“Let the leading newspapers, 
magazines and radio stations of the 
country refuse to accept advertise- 
ments of a predatory nature. This 
would not only purge business of a 
serious evil but it would add con- 
fidence, security and potency to ad- 
vertising— and thus fortify the 
greatest ally that merchandising has 
every known.” 


Citing several recent instances of 
predatory advertising, Major Namm 
declared: “There never was a time 
in our national existence when pred- 
atory methods of this nature 
were more unfortunate or destruc- 
tive. With unemployment rampant 
throughout the country, these ‘dog- 
eat-dog’ tactics are tearing down the 
business structure which every 
worth-while citizen should be doing 
his level best to strengthen. At the 
very time when all advertising 
should strive to restore confidence, 
this advertising destroys confidence 
and creates an adverse consumer 
psychology. 

Commends Code 

“I thoroughly believe in the good 
old maxim that ‘competition is the 
life of trade’ but I also believe in 
the still older maxim that ‘honesty 
is the best policy’ and the methods 
I have referred to are not honest 
nor are they fair.” 


He commended the Fair Play Code 
recently adopted by 130 merchants in 
New York City and by retail groups 
in other cities on recommendation of 
the Better Business Bureaus. He 
also reviewed other remedies for 
predatory advertising, including leg- 
islation and the proposal that the 
advertising business could, as in the 
past, keep its own house clean. 


Most Advertising Wholesome 

“If predatory practices in adver- 
tising continue to grow in the future 
as they have in the past,” Major 
Namm said, “we may have need for 
not one but all of these remedies. I 
do not contend, of course, that most 
advertising is predatory. On the 
contrary, most of it is wholesome 


and fair.” 


Washington, D. C., Nov. 17—Co- 
operation to enable publications to 
direct research activities along lines 
of greatest mutual benefit was 


Paul West. manager advertising 
and sales promotion division, Na- 
tional Carbon Co., who spoke at 
the Tuesday luncheon, and who was 
elected a director. 


adopted as a policy of the Associa- 
tion of National Advertisers at its 
22nd annual convention. The organ- 
ization’s statement, read by Albert 
E. Haase, managing director, Mon- 
day afternoon, said: ; 
“The association is ready and will- 
ing to offer any medium its advice 
on the buyer’s viewpoint on any 
proposed study.” It was indicated 
only a short time would be required 
in each instance to get members’ re- 
actions toward any proposed survey. 
A plan to mobilize the power of 
the United States to crush depres- 
sion, just as it was organized to win 
the war 14 years ago, was presented 
to the convention Monday morning 
by Carl Byoir, publisher of the 


A.N.A. Viewpoint on 
Any Proposed Study 


Havana Post and Havana Evening 
Telegram. 

Mr. Byoir’s campaign, approved 
by the executive committee of the 
A. N. A. following endorsement by 
bankers and economists, is based on 
the theory that the country stands 
ready to mass all of its resources 
to defeat the legions of adversity. 
It substitutes a specific plan of 
action for the glittering generalities 
which have been America’s only 
challenge thus far. 

Feeling that this and other proj- 
ects in hand demand continuity of 
administration, the A. N. A. re- 
elected Lee H. Bristol, vice-president 
of the Bristol-Myers Co., New York, 
president. 

Others re-elected were Stuart Pea- 
body, The Borden Co., New York; 
W. A. Grove, Edison General Elec- 
tric Appliance Co., Chicago, and 
P. J. Kelly, B. F. Goodrich Rubber 
Co., Akron, O., vice-presidents. 


Three New Directors 


Bennett Chapple, chairman, indus- 
trial advertisers committee, Amer- 
ican Rolling Mill Co., Middletown, 
O., was re-elected a director. New 
directors are Paul B. West, National 
Carbon Co., New York; William B. 
Griffin, International Silver Co., 
Meriden, Conn., and W. L. Schaeffer, 
National Tube Co., Pittsburgh. 

Bernard Lichtenberg, vice-presi- 
dent, Alexander Hamilton Institute, 
N. Y., was re-elected chairman of 
the executive committee. 

No other president of the A. N. A. 
has served two terms since E. St. 
Elmo Lewis enjoyed that distinction 
during the first two years of the 
association’s existence. 

Mr. Byoir said the objective is “to 
restore self-respect to 6,000,000 
Americans” now dependent on char- 
ity for their daily bread. 

He said the nation organized to 
get things done during the war when 


(Continued on Page 12) 


Last Minute 


New York, Nov. 20—Paul B. 


of rates and circulations. 


makers of Philco radios, has pl 
strong Co., Philadelphia. 


make another radio connection. 


News Flashes 


West Heads New Magazine Committee 


West, advertising manager of the 


National Carbon Company, was appointed chairman of the new magazine 
committee of the Association of National Advertisers to continue a study 


De Soto Advertising to Getchell 
Detroit, Nov. 20—Advertising of De Soto Motors Corp., a division 
of Chrysler Motors, will be handled by the New York agency of J. Stirl- 


ing Getchell, Inc., effective Jan. 1. Advertisers Incorporated, Detroit, will 
continue in charge of all other Chrysler advertising. 


Philco Radio Goes to Philadelphia Agency 


Philadelphia, Nov. 20.—The Philadelphia Storage Battery Company, 
aced its account with the F. Wallis Arm- 


Duane Wanamaker Leaves Radio Field 
Chicago, Nov. 20.—Duane Wanamaker, who has directed promotion of 
the Majestic radio since the product was born, has resigned as vice-presi- 
dent in charge of advertising of the Grigsby-Grunow Co. He will not 


CIRCULATIONS 
KEY T0 RIDDLE? 


A. N. A. Renews Demands for 
Lower Rates 


Washington, D.C., Nov. 16—Mem- 
bers of the Association of National 
Advertisers are adamant in their 
determination to secure what they 
regard as fair advertising rates, it 


e € 

Lee H. Bristol, vice-president, 
Bristol-Myers Co., who was re- 
elected president of the Association 
of National Advertisers, led the 
fight for downward revision of 
rates. 


was indicated at the 22nd annual 
meeting at the Wardman Park 
Hotel. Reduction of unnaturally in- 
flated circulations was offered as the 
logical means to this end. 

Lee H. Bristol, vice-president of 
the Bristol-Myers Co., New York, 
president of the A. N. A., led the 
discussion, emphasizing the associa- 
tion’s desire to be fair and honest. 
For the first time in a public ad- 
dress, the agencies’ point of view 
was interjected into the rate discus- 
sion with a speech by Thomas L. L. 
Ryan, president of Pedlar & Ryan, 
New York. 

Mr. Ryan said the advertising 
agent, as custodian of the adver- 
tiser’s dollar, shares the advertiser’s 
insistence that rates be lowered to 
make it possible to advertise with 
profit. 

The publishers were not without 
a spokesman. One newspaper man, 
whose name was omitted from the 
record by agreement, said the rea- 
son more publishers were not pres- 
ent was that they didn’t have car- 
fare. He argued that advertisers 
have already secured a rate reduc- 
tion in increased visibility of their 
advertising, due to a smaller volume 
placed. 

“A thousand lines running in a 
28-page paper,” he asserted, “is 
worth more than 1,500 in a 32-page 
edition.” 

He said he welcomed Mr. Bristol’s 
suggestion that Page 3 of A. B. C. 
reports be scrutinized more care- 
fully by advertisers and agencies. 

“Don’t leave this analysis to a $50 
space buyer,” he urged. 

The A. N. A. membership mani- 
fested some impatience at continued 


(Continued on Page 6) 
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ADVERTISING AGE 
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a 


Growing 
With 


For 32 Years! 


E go back 32 years in checking the record of the Western Car- 

tridge Company, East Alton, Ill., as an advertiser in The 
Sporting Goods DEALER. In 1899, Western—which has just con- 
tracted to buy the Winchester Repeating Arms Company—placed in 
The DEALER the FIRST advertising ever used by this firm in 
ANY publication. Continuously since then, Western has used The 
DEALER in promoting the sale of Western rifle, pistol and shotgun 
ammunition to the wholesale and retail sporting goods trade. 


The Sporting Goods DEALER is the oldest publication in its field, 
the only one that has been published continuously under the same 
ownership and management, and carries by far the greatest volume 
of advertising. 


Starting in October, 1899, with 32 pages and cover, it has grown 
with its advertisers, the leading manufacturers in the sporting goods 
industry. Many of them have used The DEALER continuously from 
the start. 


Some of the firms which have consistently used space in The 
DEALER for periods of twenty years or more are: Hillerich & 
Bradsby Company, Enterprise Mfg. Co., Wilson-Western Sporting 
Goods Company (development of Ashland Mfg. Co., and West- 
ern Sporting Goods Mfg. Co.), E. I. du Pont de Nemours & 
Company, A. G. Spalding & Bros., A. J. Reach-Wright & Ditson, 
Ashaway Line & Twine Mfg. Company, Phil. B. Bekeart Company, 
Bancroft Racket Company, Brauer Bros., Chicago Roller Skate Com- 
pany, Draper-Maynard Company, Chamberlin Cartridge & Target 
Company, Gold Medal Folding Furniture Company, Horton Mfg. 
Company, P. Goldsmith Sons Company, Fox Gun Company, Nestor 
Johnson Mfg. Company, W. J. Jamison Company, Iver Johnson's 
Arms & Cycle Works, E. Kent Estate, Leacock Sporting Goods Com- 
pany, Lefever Arms Company, Lyman Gun Sight Corporation, 
Marble Arms & Mfg. Company, Peters Cartridge Company, Raw- 
lings Mfg. Company, Shapleigh Hardware Company, Stall & Dean 
Mfg. Company, Witchell-Sheill Company and others. 


National Baseball Week, known as “America’s Premier Window 
Display Event,” was established by The DEALER and has been con- 
ducted by it for 12 years. Two years ago, The DEALER also estab- 
lished National Golf Week and has successfully sponsored this event 
since then. Both of these window display competitions are annually 
participated in by dealers throughout the United States, as well as 
Canada. 


Immediately following the war, The DEALER conducted a vigor- 
ous fight against the excise tax on sporting goods, which was removed 
by Congressional action. But we did not stop there. In 1927, we led 
the sporting goods dealers of South Carolina in a successful campaign 
against a discriminatory retail sales tax on sporting goods. Always we 
have advocated sound business practices and the elimination of trade 
evils. For years The DEALER has waged a campaign for closer 
trade organization. 


The Buyers’ Service Department, widely known for its slogan, 
“When in Doubt, Ask the Spinks,” is one of the most extensive serv- 
ices of its kind conducted by any trade publication. Annually this 
department answers thousands of inquiries concerning the source of 
supply of sporting goods items. 

Recognizing its obligation to advertisers and readers, The DEALER 
has regularly put advertising revenues back into the magazine. Circu- 
lation is proved by Ernst & Ernst, nationally known accountants. 
“For a real deal — advertise in The DEALER.” 


BS 


Reproduction of the January, 1900, issue of The Sporting Goods 

DEALER with Western Cartridge front cover. Western's first 

advertisement in The DEALER, or in any publication of na- 

tional circulation, was the front cover of the very first issue— 
October, 1899. 


Vv 
CARTRIDGES its the 


svansey au N 


Here is one of the recent color inserts used in The DEALER by 

the Western Cartridge Company in 1931 —a continuous adver- 

tiser in “The National Magazine of the Sporting Goods Trade”— 
since 1899. 


THE SPORTING GOODS DEALER. 


Read by Buyers with Real Buying Power 


—— 
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NATIONAL MAGAZINE OF THE SPORTING GOODS TRADE 
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ADVERTISING AGE 
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ONLY 10 OR 20 
REAL EXPERTS, 
SAYS COWAN 


Tells A. N. A. How to Save by 
Testing 


Washington, D. C., Nov. 16— 
“There are only 10 or 20 first-class 
practitioners of advertising in the 
United States.” 

This startling statement was 
made before the Association of Na- 
tional Advertisers Monday after- 
noon by Stuart D. Cowan, presi- 
dent of Cowan & Dengler, New York 
agency, in an address, “Where Do 
We Stand on Copy Testing?” 

Mr. Cowan said a more general 
recognition of the wisdom of testing 
appeals before launching a national 
campaign might increase this 
number. 

To support his thesis, he said that 
a few years ago New York dramatic 
critics were extremely unfortunate 
in their predictions as to how the- 
atrical productions would fare. Va- 
riety was unkind enough to dig back 
into the files and compare these 
prophecies with actual results. 

More often than not, the play for 
which short shrift was predicted 
proved an outstanding success, while 
that lauded by the critics as destined 
to take the country by storm, proved 
a pathetic failure. 

After Variety had proved critics’ 
batting averages were only 10 per 
cent, the writers made an intensive 
study before bursting into print, and 
the majority are now more often 
right than wrong. 

The same thing can be done by 
advertising agencies, Mr. Cowan in- 
ferred. 


Range of Tests 


Tests may include complete adver- 
tisements, headlines only, position, 
and many other factors, he indi- 
cated. The ideal situation is where 
an agency handling a large number 
of accounts can check results for 
one against those for others, thus 
isolating the germ of success. 

Testing in the hands of tyros may 
result in erroneous conclusions, he 
said. The appeal which produces 
best in the farm field may prove 
weak in a general magazine. A me- 
dium may pull well for one type of 
product, and be almost worthless for 
another. The paper which was first 
for Ambrosia was last on another 
product, he said. 

An exaggerated headline may pro- 
duce a large number of inquiries of 
comparatively little value, while one 
less sensational will produce fewer 
inquiries of much greater worth. A 
case in point was an advertisement 
headed “Murder at Breakfast,” for 
coffee. Inquiries followed in large 
numbers but sales were unsatisfac- 
tory. Toning down the headline re- 
duced the number of coupons, but 
increased sales. 

Mr. Cowan credited the Procter 
& Gamble Company with originating 
the group merchandising plan now 
so popular with manufacturers of 
more than one product. In a test 
campaign, Procter & Gamble pre- 
sented housewives with a coupon 
good for 25 cents on a 64-cent com- 
bination deal at the grocery. Six 
months’ volume was done in six 
weeks with this plan. 


Universal Desire 


Tests for Woodbury’s facial soap 
proved women wouldn’t pay 25 cents 
for a cake of soap, but they would 
pay almost any price for beauty. 
That indicated the appeal which has 
been used successfully for many 
years. 

Pond’s Cold Cream found “pro- 
tection to beauty” didn’t sell. When 
they adopted the cleansing theme, 
the product went over. 

Mr. Cowan laid stress on surveys 
Preceding advertising. In one case, 
& motor car manufacturer was pre- 
pared to launch an extensive cam- 


TALKS ON TESTING 


Stuart D. Cowan, president Cowan 
& Dengler, New York agency, who 
outlined testing methods to A.N.A. 


paign. Field work showed the 
product was so far out of line with 
public demand that the advertising 
could not have succeeded. 

In a study of the automotive field, 
the agency analyzed peaks and val- 
leys in the sales of leading cars and 
attempted to place its fingers on the 
reasons. While the analysis was not 
conclusive, it was suggestive of the 
large number of factors which con- 
tribute to a successful business. Per- 
formance, service, appearance, pol- 
icies, good will, trade-in value, 
advertising, dealer policies are only 
a few. 


Revitalizing Product 


Mr. Cowan discussed the revitaliz- 
ing of a product to win new favor, 
as in the case of Lydia Pinkham’s 
Vegetable Compound, for habitual 
users were asked what they regarded 
as the product’s principal value. 
Fifteen major appeals were evolved 
from this list, these being sifted to 
obtain the supreme one or two. 

Ovaltine was in the red for years 
until the sleep appeal was discov- 
ered, Mr. Cowan said. Van Camp 
threw away an elaborate campaign 
when it discovered that most women 
at that time baked their own beans, 
writing a new one designed to 
change their habits. 

Discussing the Gallup survey for 
Liberty, Mr. Cowan said the same 
technique may be useful in indicat- 
ing popular editorial features. 

On headline tests, he said “New 
Way to Manicure” failed to inspire 
women, but they responded with en- 
thusiasm to “Why Cutting Ruins 
the Cuticle.” Changing “cold” to 
“warm” in a headline multiplied 
inquiries. 

He emphasized the necessity of 
burying special offers. 


A. D. T. to E. B. Wilson 


The Controlled Companies of the 
American District Telegraph Co. 
have appointed Edwin Bird Wilson, 
Inc., to handle their advertising dur- 
ing 1982. 

Business, trade papers, and direct 
advertising will be used. 


Salada to B. B. D. & O. 


Advertising for the Salada Tea 
Co. of Boston in the New York met- 
ropolitan area will be handled by 
Batton, Barton, Durstine & Osborn 
effective January 1. 


Open Upstate Office 
Van Sant, Dugdale & Corner, Inc., 
Baltimore agency, has opened a 
branch office in Syracuse, N. Y. Ed- 
ward S. Barlow, vice-president, is in 
charge. 


Joins Porter 
Frederick Butler, former commis- 
sioner of Essex County, Mass., is 
now comptroller of the Porter Corp., 
Roston agency. 


Lausmann with Brown 

Albert A. Lausmann has been ap- 
pointed manager of the copy-plan 
department of E. H. Brown Adver- 
tising Agency, Chicago. 


Get Theater Account 

Roxy Theaters Corp., New York, 
has placed its advertising with 
Donahue & Coe, Inc., New York 
agency. 


AGENCY ASKS 
RATE GHANGES 
BY NEWSPAPERS 


Equal Discounts on National 
and Local Contracts Sought 


New York, Nov. 18—A new sug- 
gestion tending toward the solution 
of the local-national rates contro- 
versy which has stirred up consider- 
able discussion among national ad- 
vertisers has been advanced by 
Arthur Kudner, president, Erwin, 
Wasey & Co., Inc., in a letter and 
folder which were mailed last Satur- 
day to every daily newspaper in the 
country. 

Making .no_ suggestion about 
equalization of the basic national 
and local rates, the brochure sug- 
gests that the same discounts be 
given to both local and national ad- 


vertisers from their respective base* 


rates for the use of large schedules. 


Endorsed by Advertisers 


Although the letter and folder are 
sent out under the name of the 
agency, national advertisers’ sanc- 
tion is given to the plan by the in- 
clusion on the last page of the folder 
of this statement, which is signed 
in facsimile: 

“Read and endorsed by: General 
Foods Corp., C. M. Chester, Jr., 
president; The Goodyear Tire & 
Rubber Co., Inc., P. W. Litchfield, 
president; Hudson Motor Car Co., 
W. J. MecAneeny, president; The 
Procter & Gamble Co., R. R. Dea- 
pree, president; R. J. Reynolds To- 
bacco Co., by S. Clay Williams, 
president.” 


All of these advertisers are clients 
of the agency. 

The letter accompanying the 
folder says: 


“In recent weeks we have sensed a 
growing agitation among important 
national advertisers for reductions 
in national newspaper rates. 


“We have accordingly prepared 
the enclosed folder to present direct 
to you and all other publishers of 
American daily newspapers our con- 
ception of the most acceptable pos- 
sible present solution of a very 
complicated problem.” 


“Local Advertisers Favored” 


Asserting that the publishers of 
the comparatively few dailies which 
have adopted either flat rates or a 
sliding scale applicable both to local 
and national advertising are stand- 
ing on solid principles, the folder 
inquires: 

“But how about the publishers of 
more than 1,800 other American 
dailies. What principles underline 
their business? 


“Approximately 200 of them offer 
sliding scale rates, but the prices to 
local advertisers are progressively 
reduced, up to 50,000, 100,000, 500,- 
000, or even 1,000,000 lines; whereas 
the best price offered to national 
advertisers stops at 5,000 or 10,000 
lines! 

“And all the other 1,600 publish- 
ers offer similar sliding scale rates 
to local advertisers, but quote all 
national advertisers only a single 
flat price! 

“Is this fair play? Is it good busi- 
ness?” 

Mentioning that it is no longer 
uncommon for national schedules to 
run as high as 75,000 or even 100,- 
000 lines, the folder continues: 


“The soundest principle we can 
suggest is that publishers quote 
exactly five percent less than the 
base national rate for any size con- 
tract quoted to local advertisers at 
five per cent less than the base local 
rate; and 10 per cent, 15 per cent, 
or x percent less than the base na- 
tional rate for each and every sized 
contract quoted to local advertisers 
at 10 per cent, 15 percent or x per 
cent less than the base local rate.” 


No. 11 of a Series 


CAN'T 
yOU 
IGNORE AN ELEPHANT 


Monkeys are interesting and funny but you wouldn't stick 
around long if the whole parade was made up of monkeys. 


What makes a parade a parade are the elephants. What 
makes a circus a circus are the elephants. You can turn 
your head this way and that, but you can’t ignore them. 
You can talk about acrobats and horses and clowns, but 
all the time the elephants are there, dominating everything. 


a>. 
It is the same way with the building industry. sas 


We talk a lot in wondrous terms of the automotive indus- 
try and the movie industry and the bootleg industry. 
We talk about them so much that we half believe they're 


the biggest things on earth. (ie a ( jj 


But they're not. The elephant of all American industries 
is the building industry. It is not merely ONE of the 
largest—it is the absolute, downright LARGEST, with 


no close competition. [ axa | Ge) =) we 


In normal times, the building industry in America amounts 
to ten billion dollars a year. There is nothing else com- 
parable to it. And even in these not so pleasant times, 


it is still tremendous. = 


In the period between July 1 -December 31, 1931, 
in commercial buildings alone a total of $291,385,500 
will be constructed. (This is in the worst financial 
depression in modern times and does not take into 
account the relief which will come from President 
Hoover's plan for the release of building credits.) 
ee S 5 
You may not need any of that money and in that case 
we naturally apologize for bringing the subject up. 
But since it 1S up we have the chance to say that the 
main cog in that selling is the architect. He either puts 
on the O. K. or nominates your product as “an equal,” 


or gives it the gate. O. K,, ontn IxI 


In brief, if you sell, you deal in the final analysis with 
the architect and naturally you'll want to meet him in 
his native habitat under the most favorable conditions 
and his native habitat happens to be the several archi- 
tectural magazines which represent him to the world. 
Not least among these (mark this) being =* «x x 


ARCHITECTURE 


THE CREAM OF THE ARCHET EGS 


5,004 or 72% of our total net paid circulation 
of 7,059 is in the name of an ARCHITECT 


CHARLES SCRIBNER’S SONS 
Publishers of ARCHITECTURE and Architectural Books 


NEW YORK CLEVELAND CHICAGO LOS ANGELES SAN FRANCISCO 
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Benjamin Franklin and Advertising 


The Poor Richard Club of Phila- 
delphia is about the only advertising 
organization in America which seems 
to have had full appreciation of 
Benjamin Franklin as an advertising 
man. Franklin was so versatile, and 
did so many things of importance, 
in so many different fields, that-it is 
easy to understand why he may be 
thought of as a statesman or a 
scientist rather than an advertising 
man. 

But there is no doubt that Frank- 
lin was doing things in advertising 
back in the eighteenth century, and 
his common sense and practical ideas 
made his efforts effective then, just 
as the same sort of business phil- 
osophy is today. As a printer, pub- 
lisher and advertising writer, he 
belongs to advertising, and adver- 
tising can get stimulation and value 
from recognizing him and honoring 
him as one of the most important 
men who have influenced this busi- 
ness. 

Franklin’s birthday falls on Janu- 
ary 17, and he will be honored in 
impressive fashion in Philadelphia. 
Announcement has already been 
made of the elaborate plans which 
have been made by the Poor Richard 
Club for this annual celebration. 
But why should not all advertising 
participate in an anniversary which 
is of special interest and significance 
to advertising men everywhere? 
Why let Philadelphia have all the 
satisfaction and glory of honoring a 
pioneer who did much to promote 
successful commercial use of the 
graphic arts in America? 


We believe that the advertising 
clubs and associations all over the 
country might well include in their 
programs nearest January 17, 1932, 
which falls on Sunday, at least a 
short ceremony in honor of Franklin. 
Closer study of this great American 
from the standpoint of his achieve- 
ments in fields close to advertising 
will show the important relationship 
which he had to this business, and 
that he knew and appreciated the 
value of advertising. 

Another reason why ADVERTISING 
AGE believes that greater emphasis 
upon Franklin and his achievements 
would be a good thing is that 
Franklin, above all, stood for sturdy 
common sense and sound business 
ideas. His philosophy of life and of 
business is one which every adver- 
tising man might well adopt. He 
saw straight and wrote straight, and 
his writings may be read with the 
same pleasure and profit today as 
they were read originally in the 
eighteenth century. 

If advertising can adopt, as a per- 
manent part of its thinking, some of 
the sound and effective ideas which 
Franklin had so firmly grasped 
nearly two hundred years ago, it will 
be for the benefit of advertising. 
And because no one represents ideas 
which American business and Amer- 
ican advertising need so much today 
better than Benjamin Franklin, the 
advertising associations and clubs 
all over the country will do a service 
to themselves and to the business by 
celebrating the 226th anniversary of 
his birth on January 17, 1932. 


Romance Versus Culture 


Mrs. Anna Steese Richardson, of 
the Woman’s Home Companion, has 
been speaking before advertising 
organizations in various parts of the 
country on the interesting subject, 
“What Twenty Million Women 
Want.” She says they want ro- 
mance, beauty, leisure, pleasure, in 
terms of going places and doing 
things, and not so very much 
culture. 

This report of what women want, 
based on what editors of women’s 
magazines have found out from 
them, checks pretty well with what 
advertisers have had in mind. In 
fact, the most successful advertising 
in recent years has been that which 
has appealed to the desire of women 
to get away from household drudg- 
ery, by turning their tasks over to 
appliances as much as possible, and 
to use the leisure thus gained in 
having a good time and keeping 
themselves as good-looking as pos- 
sible. 

That is probably why women are 
so much interested in the romantic 
aspects of life. As Mrs. Richardson 
points out, it is not merely the girl 
of flapper age who is interested in 
romance; middle-aged women, and 
those even older, are still hungry 
for the sentimental and emotional 
pleasures which most popular writers 
reserve for those of extreme youth. 


Yet the latter are still interested, 
and the appeals which advertisers 
can make most successfully to 
women are along those lines. 

The reason Rudy Vallee, radio 
representative of Fleischmann Yeast, 
is listened to so widely by audiences 
of older women, is because he rep- 
resents for them the romance side 
of life, and gives them, vicariously, 
some of the things which they may 
have missed or which they no longer 
have, but which they still want. Rudy 
may be a trifle sugary for the mascu- 
line taste, but he is indubitably the 
representative of what not only 20,- 
000,000 but 40,000,000 women want. 

In the matter of culture, the ac- 
quisition of which represents a field 
for advertising effort, Mrs. Richard- 
son has been inclined to be conserva- 
tive, and to suggest that the culture 
offered be represented in terms of 
what women want. For example, the 
quest for beauty in the home rep- 
resents a very practical kind of cul- 
ture, and this can be appealed to 
successfully. The use of mechanical 
and electrical appliances to obtain 
more leisure offers opportunity for 
cultural pursuits of one kind or an- 
other; but it seems to be more than 
evident that the day of the Brown- 
ing clubs and the Shakespearean 
societies of 1900 has gone, not to 
return in this generation. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE: 


321. Buying Power and Brand Pref- 
erences of the American 
College Student. 

Since college students of both 
sexes spend considerably more for 
clothing than young persons of the 
same age in other fields, this survey 
by Erwin, Wasey & Co. is of special 
interest. In the belt field, Hickok is 
used by 74 per cent of those queried, 
with the second brand assaying only 
3.4 per cent. Less unanimity was in 
evidence in coats, Hart Schaffner & 
Marx being the choice of 9.7 per 
cent and Society Brand, 4.3 per 
cent. Arrow collars led with 69.3 
per cent; Paris Garters, 73.6 per 
cent; and Hansen gloves with 13 per 
cent. The feminine students prefer 
Kayser gloves to any other kind. 
Co-ed dresses lead alt other brands 
by a narrow margin. A final fea- 
ture is an analysis of reading habits 
of college students. 


297. A Lift to Market. 

This handsome booklet issued by 
Extension Magazine values the Cath- 
olic market at 11% billion dollars 
a year. The component parts of this 
market are described in detail by 
the publication, which is the official 
organ of the Catholic Church Ex- 
tension Society. The Catholic popu- 
lation of the United States is placed 
at 22,000,000. 


303a. Analysis of the Circulation of 
the Christian Science Monitor. 


This booklet reports the results of 
a survey by Dr. Daniel Starch. It 
classifies Monitor readers by income; 
ownership of homes, household appli- 
ances and automobiles; travel, in- 
vestments and attendance at private 
schools and summer camps; and fi- 
nally, readers’ response to Monitor 
advertising. ; 


310. A feather that cannot be taken 
out of Life’s cap! 

Life has issued a four-page folder 
to correct some figures issued by 
another publication in a comparison 
of rates. Its rate per page per 
thousand is $5.94, instead of a 
higher rate reported. Its four-color 
rate is below, instead of above $10 
per page per thousand. 


21. The Hospital Field. 


Business depression? Here’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management’s booklet tells 
all about it. 


281. The Collegiate Salesman. 


This folder from the Collegiate 
Special Advertising Agency brings 
up to date a complete list of college 
newspapers, latest registration fig- 
ures according to sex, a complete list 
of college comics, the college daily 
newspaper group and the sorority 
group. 


301. Measuring Farm Coverage. 


This is one of a series of promo- 
tion pieces issued by The Farm 
Journal. It urges R. F. D. as the 
basis for selecting farm mediums on 
the ground that when advertisers 
use farm papers it is because their 
products are purchased exclusively 
or largely by farmers, or because 
they already have heavier coverage 
of city than of country families and 
desire to balance their advertising. 


303. Dealer-ized Advertising. 


George H. Read, of Johnson, Read 
& Co., Chicago, coined a new word to 
describe how products advertised in 
the Christian Science Monitor are 
featured in the Monitor advertising 
of local dealers. A booklet issued 
by the publication tells just how 
“dealer-ized” advertising works, with 


specific examples. 


HOW TIMES HAVE CHANGED! 


—Boot & Shoe Recorder 


“Joe, do you remember when corn cure ads only showed 


the foot?” 


Voice of the Advertiser 


Information Wanted 

To the Editor: On page 8 of your 
November 10 issue you have a notice 
regarding the new Baker Bar Con- 
test in which you say that letters 
must be written on the inside of a 
label taken from a Baker Chocolate 
Bar. 

Isn’t that against the lottery 
laws? We would like to hear from 
you regarding this, as we too have 
always one or two contests running. 

S. DeuTscH, 

The Fox Co., 

San Antonio, Tex. 
oe ~ * 


Watch and Pray 

To the Editor: It is difficult to re- 
main patient with the kindergarten 
utterances of our so-called world 
leading authorities in advertising. 
Joseph Appel knows better than to 
advocate Federal Trade Commission 
jurisdiction over advertising, that 
that body would utterly fail to func- 
tion understandingly and accurately, 
as well as unnecessarily stain adver- 
tising. 

He knows that the only judge and 
jury to correctly measure advertis- 
ing, truth and untruth, is the con- 
sumer public, and that they in time 
always separate the chaff from the 
wheat. 

Mr. Appel certainly remembers 
the period of advertising violations 
which preceded and induced the 
Truth In Advertising adoption, the 
Better Business Bureau, and the 
improvement in advertising stand- 
ards which followed, only to be vio- 
lated again during the scrambling 
days of recent prosperity—of which 
the present false advertising is a 
hang-over. 

We must have unstupid faith in 
the intelligence of people, that the 
average business man is a gentleman 
and not a rogue, and that this ad- 
vertising disturbance will right it- 
self. 

And Ralph Starr Butler gets his 
gesture across in an after dinner 
speech begging against bitter com- 
petitive copy, while his own Vita 
Fresh campaign tells the public that 
all other vacuum packed coffees 
are something to shun, and- Vita 
Fresh is the only wholly air-free 
packaged coffee. It is difficult to re- 
main patient when we are forced to 
read such stuff—we poor boobs out 
here in the bushes. 

FRANK EFFINGER 
Frank Effinger Co., 

Milwaukee 
* aK * 


Throws Light on 


Coffee Advertising 

To the Editor: My attention has 
been called to an article appearing 
on the second page of your issue 
dated October 31st headed “Coffee 


Trade Hastens Plans to Advertise.” 
My principal comment on this article 
is concerned chiefly with the third 
paragraph under the subheading 
“U. S. Competition.” This para- 
graph reads: “The association first 
used co-operative advertising in 
1919. The current appropriation is 
$160,000, used principally for educa- 
tion of restaurants and institutions.” 

The co-operative advertising plan 
mentioned was begun in _ 1919, 
financed chiefly by Brazil. For sev- 
eral reasons Brazil discontinued her 
support and plans fell through. 

In 1928 the Sao Paulo Coffee In- 
stitute initiated a new coffee propa- 
ganda campaign in this country, this 
committee being the permanent rep- 
resentative body of the Institute 
handling this work. 

The obvious inference from the 
second paragraph of the article is 
that the current appropriation of 
$160,000 is an appropriation of the 
association. This is entirely wrong. 

Our committee, since 1928, has 
been engaged in a general, national 
coffee advertising campaign. The 
current appropriation, which is re- 
ferred to, is the appropriation han- 
dled by our separate and distinct 
organization, the association having 
no part of it. 

Furthermore, the amount is wrong 
for our current fund is larger than 
this and the statement that it is used 
principally for education of restau- 
rants and institutions is also en- 
tirely wrong. P 

At the present time we are using 
a national radio broadcasting hook- 
up once a week over a chain of 
seventeen stations, newspaper and 
magazine publicity, trade paper ad- 
vertising, educational films, printed 
material, and other minor forms. 
We are additionally engaged in both 
scientific and commercial research. 

O. Q. ARNER 
Secretary-Treasurer Brazilian- 
American Coffee Promotion 
Committee, New York City. 
* * * 


We’re Sorry 

To the Editor: In your Novem- 
ber 14th issue—an item regarding 
this company gives information 
which is incorrect. 

First—we are not planning “a 
new campaign.” 

Second—“Advertisers, Inc.” func- 
tions in the promotion of only one 
of our products, i. e.; Flat Motor- 
Car Fabrics. 

Inasmuch as your statements lead 
to a misconception of the actual 
facts—we trust that you will print 
these corrections. 

Kindly note, too, that our name 
is “American Woolen Company, In- 
corporated.” 


W. E. SKILLINGs. 
Sales Promotion Manager, America? 
Woolen Co., Inc., New York. 
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ADVERTISING AGE 
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|, 6, A. MAGAZINE 
COPY TO HAVE 
RETAIL FLAVOR 


Will Greate New Appetites at 
Pschological Times 


Chicago, Nov. 17 — Frank J. 
Grimes and Gene Flack, president 
and advertising director, respec- 


‘tively, of the Independent Grocers 


Alliance, and Lloyd Ellingwood of 
the agency, the Hilmer V. Swenson 
Company, who presided in turn at a 
merchandising meeting of jobber 
members here today, made it plain 
that the I. G. A. is prepared to do 
some independent probing of food 
advertising possibilities. 

The intention was revealed in the 
discussion of a program calling for 
a hook-up of national magazine ad- 
vertising with retail selling events, 
the choice of psychological times at 
which to promote certain items, and 
the popularizing of foods hitherto 
neglected by advertisers. 

The principles of a national hook- 
up and the psychological moment 
were tested together with a canned 
fruit sale held in the retail stores 
from Oct. 9 to 23. It was advertised 
in five of the 13 magazines on the 
I. G. A. list, 750 newspapers and in 
two of the weekly mailings to 2,000,- 
000 homes, the magazine copy being 
co-ordinated with that of the other 
mediums for the first time. 


Sold 205 Carloads 


The jobbers reported sales of 205 
carloads of canned fruit over nor- 
mal in the period during which the 
advertising was a factor. The show- 
ing was considered excellent in view 
of conditions favoring an increase in 
home canning. Retail members were 
made aware of the circumstances by 
jar and ring sales, and some could 
not summon the requisite enthusi- 
asm until initial demand material- 
ized. 

October 9 was selected as a good 
time for the canned fruit sale be- 
cause it is common knowledge that 
housewives are always dissatisfied 
with the quantity of fruit they suc- 
ceed in putting up, and it was be- 
lieved their sales resistance to the 
proposition of putting in a supply 
would be lowered after they had 
thought the matter over for a month 
or so. 

Housewives who do not put up 
their own fruit were thought to be 
susceptible at that time because they 
would be missing the abundance of 
fruit of a month or so before. 

The next canned goods sale will 
be held in March, when home-canned 
stocks are depleted and cheap fresh 
fruits are 60 days away. There will 
be a logical basis for the sale at this 
time in the inference that dealers do 
not want to carry over their stocks. 

The I. G. A. brand of packaged 
dates has been selected as the first 
little-used food item for promotion. 
There will be a point of sale and di- 
rect mail campaign on this product 
during December based on its use 
in the holiday menu, which will be 
followed up with display advertising 
thereafter stressing nutritional and 
appetizing qualities of dates. 


Gandhi Might Help 


If possible, the fact that Mahatma 
Gandhi subsists on a diet of goat’s 
milk and dates will be exploited, to- 
gether with the novelty of cooked 
dishes made with dates. During the 
discussion, Mr. Grimes implied the 
matter of a release could be circum- 
vented by asking if the picture of a 
bald, dark complexioned gentleman 
attired in spectacles and breech- 
cloth needed a name for identifica- 
tion. 

For the pre-Christmas drive I. G. 
A. retailers will be supplied with 
Special holiday labels which they 
will put on the packages themselves, 
removing them from stock left over. 
They will also receive posters sug- 


I. G. A. PILOT 


Gene Flack 


gesting dates as Christmas gifts. 
These posters will be the first to 
make use of colors other than the 
official blue and white, thus appris- 
ing regular patrons that something 
special is up. 

During the January lull, midway 
between the two preferred seasons 
for soap drives, the I. G. A. will 
stage a soap sale, advertising it in 
February issues of women’s mag- 
azines, newspapers and direct mail. 


Composite Soap Copy 


The magazine copy will present 
something new in that soaps of all 
kinds, for all purposes, including 
beauty soap, bath soap, and several 
varieties for laundry and household 
use, will be advertised together. 

The advertisement will be illus- 
trated with a picture of husband 
and wife in a budget conference, 
which, with the headline, “What!— 
Eat Soap-—Certainly Not,” indi- 
cates the theme. 

While exact figures are unobtain- 
able, Mr. Flack said I. G. A. stores 
are selling more nationally adver- 
tised goods than before they were 
organized into the voluntary chain, 
but that the business was not so 
divided. 

“The I. G. A. brand, and to a 
lesser extent, other nationally adver- 
tised brands, have replaced the local 
brands and unbranded goods for- 
merly carried by our dealers,” he 
said. “This is in line with our rec- 
ommendation that dealers carry only 
nationally advertised goods, restrict- 
ing their variety to two brands at 
each price level, the I. G. A. brand 
and one other. 

“Applying this procedure to cof- 
fee, our retailers carry four grades 
under the I. G. A. label and four 
other brands at corresponding 
prices. The choice of other brands 
in all instances is optional with the 
majority of dealers serviced by one 
jobber, the selections being indicated 
by consumer preferences in the va- 
rious jobbing territories.” 

National advertisers whose prod- 
ucts are mentioned in I. G. A. adver- 
tisements together with goods put 
up under the chain’s own label, are 
not asked to share the cost of the 
space. They show their apprecia- 
tion, however, by playing angel to 
the tune of $50,000 to the annual 
dramatized convention. 

The show plays eight stands 
around the country, and brings out 
the good points of the various adver- 
tised products popular in the differ- 
ent sections. 


Typographic Society 
Gives Lecture Series 


A series of ten lectures on the in- 
fluences of modern typography will 
be held at the Newberry Library, 
Chicago, this winter under the 
auspices of the Society of Typo- 
graphic Arts. 

The series will start on November 
23, and will continue on Monday 
evenings until February 8. Regis- 
tration fee for the entire course is 
$1.50. 

Lecturers who have already been 
selected include Henry G. Geilen, 
William A. Kittredge, R. H. Middle- 
ton, Douglas C. McMurtrie, E. Wil- 
lis Jones, R. Lloyd Smith, Faber 
Birren and Don McCray. 


Test Blue Blades 


The Gillette Safety Razor Com- 
pany is conducting test sales of 
a pe pg blade, colored blue, 
to sell at a slightly higher price. 


VARYING VIEWS 
ON COLOR HELD 
BY PUBLISHERS 


Los Angeles, Cal., Nov. 16—The 
problem of printing color advertise- 
ments in newspapers which proved 
the dominant issue at the closing 
session of the American Newspaper 
Publishers’ Association meeting here 
Saturday, revealed many conflicting 
views among publishers. Here are 
some of them, as expressed to ADVER- 
TISING AGE in exclusive interviews 
after the meeting: 

W. E. MacFarlane, Chicago Trib- 
une: “In these days of conservative 
buying advertising needs extra pull- 
ing power. While color processes for 
newspaper use have not been per- 
fected as yet, rapid progress is being 
made in offering color to the news- 
paper advertiser. 

“Publishers are simply adopting 
what has been done in other lines 
and media such as Neon, magazines, 
etc. Advertisers are taking kindly to 
color where the newspaper is in a 
position to do a quality job. 

“Retail advertisers will become 
further interested just as soon as 
the newspaper is able to reproduce 
his merchandise in true and convinc- 
ing colors. As to advertisers’ reac- 
tions on the subject, the repetition of 
his advertisements in color is a sat- 
isfactory guarantee that he is secur- 
ing results.” 


“Have No Place in Newspaper” 

Frank E. Tripp, Gannett News- 
papers: “What publishers are call- 
ing color jobs are in many cases not 
color at all, but simply the use of 
a different colored ink on the black 
and white presses. The four-color 
process is rightly color in newspaper 
advertising. 


“It is my belief that colored ad- 
vertisements have no place in the 
daily newspaper. Color can not be 
used with the speed necessary in 
getting out a modern paper, and 
anyway I believe it works to the 
disadvantage of the smaller adver- 
tiser who cannot afford to buy color 
pages. 

“Newspapers are primarily news 
disseminators and advertising medi- 
ums secondarily.” 


Merchants Want Colors 


L. K. Nicholson, New Orleans 
Times-Picayune: “We are satisfied 
with the results of color in adver- 
tising so far. I believe the day is 
not far off when merchants will be 
demanding that their merchandise 
be reproduced in full color in news- 
papers. 

“While we have a color press we 
have turned out some good color 
work with ordinary black and white 
presses. I believe that we are the 
first paper to use a metallic ink on 
rotary presses.” 

Carl Jones, Minneapolis Journal, 
likewise cited some experiences of 
that publication with color, and said 
his reactions were favorable to its 
continued use. 


Postal Service Discussed 


Efforts of the postal authorities to 
increase rates on second class mat- 
ter, and the non-delivery of rural 
newspapers on national holidays 
which fall on Monday, were other 
subjects discussed at the closing ses- 
sions of the meeting. The postal 
committee of the association, of 
which E. H. Butler, Buffalo Evening 
News, is chairman, is watching de- 
velopments of this type closely. 

The session wound up with a han- 
dicap golf tournament at the Rancho 
Golf Club, and other social features. 

E. C. Simmons, Los Angeles Eve- 
ning Herald, won the tall silver 
trophy for the best score in the golf 
tournament. Other prize winners 
included: 

L. T. Russell, Newark (N. J.) 
Ledger, S. R. Winch, Portland 
(Ore.) Journal, Edgar T. Bell, Ok- 
lahoma City Times, E. D. Corson, 
Lockport (N. Y.) Evening Sun, and 
J. R. Knowland, Jr., Oakland (Cal.) 
Tribune. 


Push Canadian Radio 


Arrangements have been com- 
pleted between the Delco Appliance 
Corp., subsidiary of General Motors, 
and Silver-Marshall of Canada, Ltd., 
for the latter company to manufac- 
ture the Delco 32-volt radio for 
Canadian consumption. 

The new radio is to be known as 
the Deltron. 


Get Radio Account 


Batton, Barton, Durstine & Os- 
born, Inc., New York agency, are 
directing the new radio campaign of 
Goodyear Tire & Rubber Co. which 
started recently. 

Erwin, Wasey & Co. continue in 
charge of all other Goodyear adver- 
tising. 


Appoint Newcomb 


Ludington Air Lines, Inc., have 
placed their account with James F. 
Newcomb & Co., Inc., New York 
agency. Newspapers and magazines 
will be used. 


Four New Members 


The Women’s Advertising Club of 
Pittsburgh recently gained four new 
members: 

Dorothy Taylor, McCreery & Co.; 
Helen Solomon, WWSW;; Stephanie 


Diamond, WCAE, and _ Dorothy 
Dailey, I. F. Miller Dental Labo- 
ratories. 


Retailers Told 
to Push Style, 
Ensemble Ideas 


Detroit, Nov. 17—Fashion, the re- 
tail merchandiser’s most powerful 
ally and a ruling factor in the 
world of women, is a lost asset until 
it has the right promotion back of 
it, declared Mildred Mills, con- 
tinental merchandising counsel, be- 
fore the Detroit Retail Institute. 


“You must dramatize your fash- 
ion merchandising,” Miss Mills said. 
“Fashion is a magical word. Make 
the most of it.” 

Miss Mills pointed out that cus- 
tomers think in terms of events— 
that women shop with the idea of a 
bridge outfit in mind, or an outfit 
for shopping, or for the evening— 
and that it is up to the store to 
display the outfit as a unit where 
she can see it. 

“Stress the ensemble in every- 
thing,” she urged. “If I could name 
two of the most urgent rules for 
merchandisers I would say get your 
entire organization fashion con- 
scious, tie up your displays and ad- 
vertising and then think always in 
terms of the customer.” 


First of a series of unusual 
ads on typography 


Locusts eat 
production 
men, too! 


ITY the poor production man. From sunup till dusk, 
he’s engaged in a running fight with fate. Or maybe 
it’s printers, engravers and typographers. But what 


a battle! 


6 @ G He’s always in a picklement. On one side the 
roar of a cash customer splits his eardrums— and on 
the other side, tradesmen plead with him for one more 
hour of life. He’s too easy-going or a hard-shelled scal- 
lawag, depending on which side of the fence you happen 
to be. He doesn’t live as long as most men, but he dies 
oftener. The locusts gobble his years, and then tackle 


his frail shell. 


6 @ 6 Some production men— though not enough of 
them—get a new lease on life when they pass the buck to 
Pittsford. They send their ads to this house, say when, and 
figuratively close their desks for the day on those jobs. 


6 © G Pittsford accepts the responsibility from that 
time on—ard the production man doesn’t have to intermit- 
tently burn up the wires to find out what’s what, either! 


6 6 G Pittsford sets type a little bit better than you 
expect. He gets proofs to you when you say you have 
to have ’em. And his prices are no more than you pay 


for ordinary typography. 
6 G6 G6 You production men 


who’ve been worrying 


plenty— isn’t it about time to let Pittsford do the fretting 


and the sweating for you? 


*One of the most powerful advertisements ever 
written, “The Years the Locusts Hath Eaten,” by 
Bruce Barton, lamented wasted and futile hours. 


Ben C. Pittsford Company 


605 South Clark Street, Chicago 
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November 21, 1931 


REDUCTION OF 
CIRCULATIONS 
KEY TORIDDLE? 


A. N. A. Renews Demands for 
Lower Rates 


(Continued from Page 1) 
resistance to what it regards as in- 
evitable. Mr. Bristol’s comment that 
the original resolution of the A. 
N. A., insisting on lower rates, still 
stands, was greeted with emphatic 
applause. 

Even more evident was the agree- 
ment when Stuart Peabody, of the 
Borden Company, who presided at 
this session, asserted that Mr. Bris- 
tol’s address expressed the unani- 
mous opinion of members. 

The enthusiasm reached crescendo 
when David F. Kahn, Estate Stove 
Co., Hamilton, O., commented that 
buyers of advertising are far more 
considerate of sellers than are those 
in other lines. 

“I’m afraid we are merely pussy- 
footing,” he commented. 

A discussion of the dual rate in 
vogue in the field 


newspaper 


Thomas L. L. Ryan, president of 
Pedlar and Ryan, New York, who 
presented the agencies’ viewpoint 
on the rate question. 


brought a plea by P. J. Kelly, ad- 
vertising manager, B. F. Goodrich 
Rubber Co., for protection of the 
agency commission. 

“Whenever my company gets the 
local rate,” explained Mr. Kelly, 
“we send the agency a check for 
the commission he would have re- 
ceived had the business gone through 
normal channels.” 

The heavy guns of the A. N. A. 
were directed especially on circula- 
tion secured by artificial methods 
at a high cost. Out of this arrange- 
ment came a suggestion that ratios 
be established for magazines similar 
to those adopted by nations to re- 
strict naval competition. 


Would Adopt Ratios 


“For instance,” said C. F. Farn- 
ham, advertising manager, Amer- 
ican Stove Co., the author of this 
plan, “the normal circulation of the 
Ladies’ Home Journal might be 
placed at 2,500,000, with the Pic- 
torial Review at the same figure or 
a little less and other papers lining 
up as might be agreed. 

“These papers would be expected 
to enjoy a natural circulation 
growth, the methods to be checked 
by the A. B. C.” 

He expressed the opinion, as did 
Mr. Bristol and others, that the 
present situation is due to the fail- 
ure of advertisers to discriminate, 
but to favor almost without excep- 
tion publications with the largest 
circulations. 

M. Demming, of E. I. du Pont 
de Nemours & Co., Wilmington, 
Dela., said he is glad publishers 
haven’t acceded too readily to de- 
mands for lower rates. 

“I feel we have learned more 
about rates, circulations and edi- 


RETURNED TO OFFICE 


Stuart Peabody, The Borden Co., New York 


L 


; W. A. Grove, Edison General Electric 


Appliance Co., and P. J. Kelley, B. F. Goodrich Rubber Co., Akron, O., all of whom were 
re-elected vice-presidents of the A. N. A. 


torial values than ever before,” he | 
said, “as a result of the enforced | 
study of these factors. We are more | 
competent advertising men, with a) 
keener sense of values.” | 


He said the old law of supply and 
demand is inexorable and the situa- 
tion will solve itself. 

Wm. B. Benton of Benton & 
Bowles, New York agency, said pub- 
lishers fear a reduction in rates will 
mean a lower volume of advertising 
in 1932. 


Won't Cut Appropriations 


To this, Mr. Bristol replied that 
there is every reason to believe that 
lower rates will result in more line- 
age in more papers, although it is 
impossible for anyone to pledge 
members to any policy. A represen- 
tative of Critchfield & Co. pointed to 
opportunities existing in that field, 
fewer and stronger papers resulting 
from mergers. 


In beginning his address, “Rate 
Reduction from the Advertising 
Agent’s Point of View,” Mr. Ryan 
said the agency is concerned only 
with maximum results for the client. | 
He said all advertising costs have | 
been reduced with the glaring ex- | 


ception of rates. Publishers have | 


failed to convince anybody of the | 


justice of their attitude, he con- | 
tinued, while paying a tribute to 
American mediums. 

“Publishers have provided United 
States advertisers with the finest | 
advertising tools in the world,” he | 
said. “Advertising is better in this | 
country than any other largely be- | 
cause of this fact. Publishers have | 
made millionaires of many adver- 
tisers.” 


However, he pointed out, the law 
of economics favors publishers who 
retrench on non-essentials and pass 
on the savings to their advertisers. 

“Advertising agencies do not 
know what each individual pub- 
lisher should do,” said Mr. Ryan, 
“but they cannot remain indifferent 
when a publisher calls their atten- 
tion to the fact that space is now 
available at a lower cost than here- 
tofore.” 


Mr. Ryan presented a chart show- 
ing his agency’s ranking of me- 
diums. One magazine, he pointed 
out, stood tenth on the list. When 
it reduced rates, it jumped into fifth 
place in the agency’s estimation 
and use. 

He said in many cases depart- 
ment stores are the chief com- 
petitors of national advertisers and 
the retail-general newspaper rate is 
a constant menace to the latter. He 
asserted the argument that it costs 
more to handle national advertising 
is fallacious. Any additional mer- 
chandising service is offset by a 
larger order from a single source | 
and the elimination of composition, 
he argued. 


Urges Single Rate 
He concluded by asserting news- 


papers would be in a much stronger 
competitive position if they were to | 
adopt a single base rate, instead of 
the startling array now seen on 
their cards, one New York daily | 


having no less than 312 rate classi- 
fications. 


Mr. Bristol prefaced his address, 
“Rate Reduction from the Adver- 
tiser’s Point of View,” with a Bibli- 
cal quotation, “Paul, hold my coat 
while I stone Stephen.” 

He said 25 magazine groups, rep- 
resenting about 60 papers, have re- 
duced rates. 


“It is not our desire to write 
publishers’ tickets on rates,” he said. 
“We want the advertising agent and 
the publisher to prosper. On the 
other hand, they must understand 
that they cannot prosper unless we 
prosper or at least live within our 
means. 

“T am speaking for the Associa- 
tion of National Advertisers. We 
are advertisers, but first of all we 


} 
| 
| 
} 


Bernard Lichtenberg, vice-presi- 
dent, Alexander Hamilton Institute, 
New York, who presided at the 
A. N. A. Tuesday luncheon, and 
who was re-elected chairman of the 
executive committee. 


are manufacturers. Our main job is 
to sell our products. Advertising is 
merely an adjunct of selling. No 
matter how important advertising 
may seem to advertising managers, 
agencies and publishers, it remains 
a selling investment. When the cost 
of that investment exceeds the re- 
turns, it is a waste. Advertising is 
a tool. When that tool won’t work, 
it will be cast aside for one that will. 


“Just a year ago this association 
went on record as declaring that 
since commodity prices had declined 
and advertisers had reduced dis- 
tribution costs except for space ad- 
vertising, publishers should not only 
suspend rate increases, but reduce 
rates. That resolution still stands 
and is as true today as when it 
was passed. 


Cost of Premiums 


“We have been deluged with fig- 
ures on costs. There is an astonish- 


|ing absence of data on the cost of 


maps, singing dolls, blankets, dishes, 
insurance policies and books, so dear 
to the heart of circulation man- 
agers, and I suspect, rather dearer 


to the heart of subscribers than the 
newspaper or magazine itself. 

“There is no data on the cost of 
bulldog editions—‘circulation stimu- 
lators.’ All of this, of course, is in 
a spirit of good clean fun. Far be 
it from me to ask for more figures.” 

Mr. Bristol suggested that pub- 
lishers could trim expenses without 
much difficulty just as manufac- 
turers have learned spending $20 for 
a $5 order is bad business. He 
quoted a member of the A. N. A. 
as follows: 

“We want new prospects, of 
course. But we want to judge 
whether they are prospects or not. 
We do not want them to be dumped 
into our lap to be accepted and paid 
for without the option of refusing 
them. We are willing to accept in- 
creased circulation based on _ in- 
creased population or any other 
natural factor. We are unwilling 
to accept it otherwise, but we have 
to just the same. Because appropri- 
ations are limited markets are elimi- 
nated. Publications, as well as our- 
selves, suffer in the end.” 

Mr. Bristol described a typical 
meeting of a manufacturer with his 
department heads. The factory man- 
ager and the sales manager said new 
equipment and _ concentration on 
profitable accounts would permit a 
profit with the present volume. 


Poor Advertising Manager 


The president then asked the ad- 
vertising manager about his plans. 
Mr. Bristol’s exposition of the plight 
of this individual was as follows: 

“Well,” begins the poor advertis- 
ing manager, “I estimate we'll re- 
quire $20,000 more than last year.” 

“What?” yells the president. “Are 
you taking on more space? Are you 
trying to cover more ground?” 

“No,” says George, dimly recalling 
the publishers’ arguments’ which 
have been poured into his ears. 

“IT plan to use the same list, but 
advertising rates haven’t changed. 
Some of them have even advanced, 
so I’ll need more money to cover the 
same ground. Then, due to reduced 
buying power, the advertising can’t 
pull as it did in 1929. And circula- 
tions have thinned out a lot.” 

Mr. Bristol’s comment was: 

“Let us draw the curtain on the 
tragic scene that follows. George’s 
lifeless body is lying on the office 
floor. But his dying words reveal 
his dazed condition, ‘I did it for the 
wife and kiddies.’ George, having 
been shot full of figures on com- 
modity cost declines, smaller profits, 
if any, for his company, and caustic 
inquiries as to why publishers should 
be God’s chosen ones in a depression, 
thus expires most unhappily.” 


Miracle of 1931 


Mr. Bristol quoted a magazine 
publisher: 

“From a publishing and advertis- 
ing angle, this depression has wit- 
nessed a phenomenon. In the face 
of declining trend in every Amer- 
ican business activity, the circula- 
tion of almost every magazine in 
America has either remained sta- 
tionary or increased. 

“Why? Because the publishers 
dug deep into their trousers and 
marshalled every method of circula- 


tion getting, plus a good many of 
the advertising department’s dollars, 
to maintain and increase circula- 
tions. 

“This was prompted by publish- 
ers’ belief that circulations must be 
maintained to retain the life-blood 
of their business—advertising. We 
believe newsstand decline is not un- 
natural, but is a healthy reaction to 
impaired purchasing power.” 

Mr. Bristol also quoted a South- 
ern newspaper publisher: 

“The automobile, radio and mov- 
ing pictures have lessened the 
amount of time the average person 
spends in reading the news. Today 
comic strips occupy whole pages of 
valuable space. Circulation has 
gained, but isn’t it possible adver- 
tising value has lost because of 
added attractions?” 


Mr. Bristol closed with this warn- ° 


ing to publishers: 

“We depend on you, but not to 
the extent you depend on us. There 
was once a goose that laid golden 
eggs. She was killed. It was a sad 
affair.” 


William Green, Ogden 
Printing Co. Merge 


A controlling interest in William 
Green, Inc., New York advertising 
agency, has been purchased by 
Harry A. Gerson, president of the 
Ogden Printing Co., and offices of 
both companies will be maintained 
at 209 W. 38th St., New York. 

Mr. Gerson is now chairman of 
William Green, Inc., John J. O’Don- 
nell is president, and A. L. Green, 
secretary. 


Ask Tax Revision 


General Outdoor Advertising Co., 
United Advertising Corp., O’Mealia 
Outdoor Advertising Co., and Fed- 
eral Advertising Corp., are seeking 
a reduction of approximately $60.,- 
000 in assessments against their bill- 
board properties in New Jersey. 


Open New Agency 
A new general agency known as 
Time Service, Inc., has been founded 
at Worcester, Mass., with Creighton 
P. Morton, president, Fred D. Valva, 
treasurer, and Ernest S. Valva as 
incorporators. 


Arch Preserver Goes 


to Badger & Browning 

E. T. Wright & Co., manufactur- 
ers of Wright Arch Preserver Shoes 
for men, have appointed the Boston 
agency of Badger and Browning, 
Inc., to handle national advertising. 


With Hartman Co. 


Paul Christian has resigned as 
vice president and advertising man- 
ager of the Consolidated Cigar 
Corp., New York, and joined the 
L. H. Hartman Co., recently formed 
New York agency, as vice president. 


Is Eastern Sales Manager 

M. M. Rodbell has been appointed 
eastern sales manager of the Kem- 
per Thomas Co., Cincinnati, with 
offices at 60 E. 42nd St., New York. 
The company manufactures adver- 
tising specialties. 


Moore with Erwin, Wasey 

John H. Moore, formerly treas- 
urer of the Pabst Corp., has joined 
Erwin, Wasey & Co., Chicago 
agency, as manufacturing, sales and 
marketing counselor. 


Open New York Office 


The F. R. Jones Organization, 
business paper publishers’ represen- 
tatives of Chicago, plan the opening 
of a New York office in charge of 
George P. Grant. 


Advertise Auto Bodies 

Willoughby Co., Utica, N. Y., de- 
signers of custom auto bodies, has 
placed Moser & Cotins, Brown & 
Lyon, Inc., in charge of advertising. 


Cash Opens Branch 


Frank I. Cash and Associates, 
Inc., Chicago agency, has opened an 
office at Appleton, Wis., in charge 
of Edgar D. LeRoy. 


Appoint Representatives 

Prudden, King & Prudden, Inc., 
have been appointed national adver- 
tising representatives for the Can- 
andaigua, N. Y., Messenger. 


Represent Newspaper 
The Texas Daily Press League, 
Inc., is national advertising repre- 
sentative for the 
Goose Creek, Tex. 


Tri-Cities Sun, 


No’ 
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|4 Tests that Talk & 


A TREASURER’$ LANGUAGE! , 


4) TEST NUMBER 1 
The 2 INGRAM barbers 


These 2 identical Ipana ads, part a0 08 tenet voees teaser sa4 on vases veees tae 2 INGRAM ververs 


oe a Bi, 


0 of the regular Ipana campaign, 
e 08 SS ee eee ease happened to run in Liberty 
n Spana. another weekly, while Gallup 
i ON THOSE LAZY, TENDER GUMS Reader-Interest Tabulations were 
going on. For every dollar invested 
in each, the Liberty ad (left) 
stopped 35%, more persons than 
the ad in Magazine X (right). 
e 
; TEST NUMBER 2» 
g These 3 identical Ingram ads, part 
A ‘ ee of the regular ae rr. een x 
=" vente ptatenses ‘immmmmmemmem nas appened to run during the same Scissors Bates £h Sao Est = 
f Sasso By = pact period in Liberty and two other Suintness Stnaeoceeie aw Eee 
al ets f Ne weeklies. For every dollar invested SSesbea cioces 
— ‘ ; in each, the Liberty ad (left) 2 - ——— RR Ste 
yf “Smet — “ shinies stopped 173% more persons than : eeoerenentel 
a aoe -4 the ad in Magazine Y (center) and 
’ SURE cece Magssine 2 (righ). 
ee : ; Magazine Z (right), These ads (left to right) appeared in double col- 
This 4-color back cover appeared in —— : umn space in LIBERTY, in Magazine Y, and 
Magazine X oe a te A ts a ce in Magazine Z 
= 
la 
i- 
Ig 
)- ‘ , 
i : @ TEST NUMBER 3 
The Winning Battery These 4 indentical Ingram ads also 
of the Cool Shave League happened to run during the test 
i : period, in Liberty and three other 
< weeklies. For every dollar invested 
in each, the Liberty ad (left) 
oy stopped 182% more persons than 
; the ad in Magazine Y (left center), 
m7 42% more persons than the ad in 5, 
geen X ( oo ag nay ag and Saline Cocktail 
Yo more persons than in ga- <r ge 
zine Z (right). TP sco dapsone 
ig aS Sot 
ir- i 
on TEST NUMBER 4 Bae: 
ig, These 2 identical Sal Hepatica ads, 
1g. a part of the regular Sal Hepatica 
~ 4... campaign, happened to run in 
ny See Liberty and another weekly during 
as — = = oa Sear the Gallup Test period. For every 
n- = a oo ti Pen we “ase the Liberty This doable colume ad 
ar These ad din double column space in LIBERTY (WM INGRAM’S ==: a noe tapped <re meee Pee aan 
he jose Ras ond de Manatee Fede ond in Maga- sey na Shaving Cream oo — the ad in Magazine x 
ed zines X and Z (right) on sans! mm TUBES - (right). 
nt. 
r . . e 7 
a 4 times this summer, Bristol-Myers happened torun duplicate And Liberty’s Post-Depression cost conn formula is proved by more men and 
‘th ads in Liberty and other weeklies. 4 times the Liberty ad oo with Reng eye J prices, 20% since wane ack for “Liberty” “3 week 
rk. . 4 — makes this greater effectiveness an any other magazine in erica. 
er- stopped Ose en and Wormes per dollar cost than its dup available with /arger schedules, at no Liberty needs no eo a subscription 
licates in other weeklies ... stopped up to 182% more persons. greater expense. activities to get circulation ...99 per cent 
of its circulation is copy-by-copy purchase 
, If you think of co y first and media of investigators, called on 15,000 homes. Why Ads MUST Do Better ... When 99 per cent of your ads enter 
-" second, these 4 exhibits may shock you. Wherever they found a current copy of in Liberty homes which bought that issue to read it 
zo In each exhibit the ads are alike. Save one of the 4 mass weeklies—in 6 cities, | Ads were found more successful in Liberty tight away... is 1t any wonder that you 
nd that they ran in different magazines. for 6 consecutive issues—they leafed toooftento bean accident. Anditcouldn’t get greater value than when only 15%, 
Yet that difference showed . .. through the magazine with the reader, have been a question of bulk...othersof | perhaps, enter with the same welcome? 
, 1. A difference of 35 per cent in the ef- checking every editorial item that had the magazines ran tewer pages than Liberty f 
- fectiveness of the Ipana ad, top left... been (a5 seen or (b) read. during many of these summer test weeks. Write For The Gallup Report 
en- 2. A difference of 40 to 173 per cent in Because this method of magazine eval- There are 3 definite reasons why ads Many of the country’s leading business 
~ the effectiveness of the first Ingram’s uation was the first attempt to hurdle | MUST do better in Liberty: executives have already seen details 
0 Shaving Cream ad, top right... editorial judgments, circulation volume 1. Liberty is the big Post-War weekly... of the 6 Gallup tests. Entire merchandis- 
3. A difference of 36 to 182 per cent in _9F circulation policies—being a tabulation the only weekly built to order to fit the _ ing and advertising departments have had 
the effectiveness of the second Ingram’s of what readers actually see and read—the changed mental habits and cultural tastes group meetings to discuss them. Tradi- 
de- Shaving Cream ad, bottom left... Association of National Advertisers offi- of the people. It selects its famous authors _tion-free Treasurers, Presidents and Gen- 
has 4. A differ f 25 tin the ef- “ally observed the work in 3 of the 6 and artists for their ability to hit dramat- —_ eral Managers, primarily concerned with 
& : e a Pee eee ne C-  cities visited. ically concisely, simply, in tune with the pew routes to profits, have taken sudden 
ng. fectiveness of the Sal Hepatica ad, bot- : , ie ti hich ditnccns tress Peo : : 
tom right... The findings in each of the 6 cities ren a dis fe smeress ‘thi mFre-War interest in their advertising plans, acted 
And in every case—4 times ina row—that agree substantially with the 4 Bristol- ph oe a z , with dollars-and-cents contracts on these 
= margin of greater effectiveness was given  Myersresults. A summary showsthat,unit- 2. This fast-paced editorial matter is of- First Facts in the sea of advertising sen- 
om by Liberty, America’s best read weekly. for-unit of circulation, the average page fered ina fast-paced mechanical make-up: _ timentalities and generalities. 
rge ad in Liberty was seen and remembered by: | Compact page size. Every story complete You, too, are invited to write for your 
How The Facts Were Found 23% more persons than in Weekly “X” in consecutive pages. Every ad next to live copy. It will be presented by a Liberty 
Last July and August, Dr. George Gallu 112% more persons than in Weekly “Y” matter,not buried among hiddenrunovers. _ representative. Addons Liberty, 420 Lex- -: 
S of Northwestern University, and his sta 48% more persons than in Weekly “Z” 3. Desirability of this new publishing ington Avenue, New York City. . 
ne ty 
yver- 
Jan- « 
id est Read Weekly 
rue, 
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SEEK VALUES, 
NOT RATES, IS 
EWALD'S ADVICE 


Rates Generally Not Too High, 
Says Agency Man 


Detroit, Nov. 18—Henry T. Ewald, 
president of the Campbell-Ewald 
Company, and one of the largest 
buyers of advertising space in the: 
country, is convinced that present 
levels of advertising rates are not 
too high, and that it is a disadvan- 
tage to advertisers to insist on re- 
ductions, from the standpoint of the 
service required. 

Mr. Ewald stated his position at 
the convention of the Outdoor Ad- 
vertising Association of America in 
Detroit November 11, and elaborated 
his views in an interview with 
ADVERTISING AGE. 

“Advertisers are primarily inter- 
ested in service and results,” he 
said. “They are willing to pay for 
them. The trend of sales volume, 
which lately has been in the wrong 
direction, is now upward. Results, 
the primary demand of every adver- 
tiser, will themselves set at rest the 
demand for lower rates. 


Production Costs Not Lowered 


“The only legitimate reason for 
lowering rates is reduced cost of ad- 
vertising production. During the 
present transition period, costs of 
advertising execution have not di- 
minished. Newspaper publishers are 
confronted with increased cost of 
newsprint. Outdoor plant owners 
are bound by long-term high rents 
for locations. Mediums cannot do 
business at a loss. If they make the 
attempt, the result will be to the 
ultimate disadvantage of the adver- 
tiser. 

“Publications which have reduced 
their rates may have had specific 
reasons for the revision, but their 
example should hardly be used as a 
basis for generalizing on a horizon- 
tal rate reduction to be applied to 
all mediums. 


Value Is Most Important 


“It is all a question of value. A 
full page in a newspaper or maga- 
zine, an hour on the air, a 24-sheet 
outdoor display—each has a definite 
worth to the advertiser, and no tem- 
porary slump in results can invali- 
date that primary fact. 


“Campbell’s soup, ten cents a can 


BUYS VALUES 


H. T. Ewald, who says advertis- 
ing should be bought on value, not 
on price. 


two years ago, is ten cents today. 
Why? Because it is worth ten cents. 
If it were not, buyers’ campaigns 
would not be necessary to force re- 
duction—the price would change au- 
tomatically.” 

Mr. Ewald felt that there was 
danger in competing mediums re- 
ducing rates merely as a means of 
getting immediate business. The 
scramble for contracts may have an 
unsettling effect, but in the long run, 
he pointed out, the interests of ad- 
vertisers and publishers are mutual, 
and what is best for one group 
should be best for all. 


Research Monthly 


Research Laboratory Record, a 
monthly magazine for research labo- 
ratories, made its bow November 10. 

It is published by the Nelson Pub- 
lishing Co., New York, and edited 
by Nelson H. Budd. 


Introduce Sliced Pie 


The Bamby Bread Co., Bridge- 
port, Conn., is introducing the 
divided pie, baked in individual por- 
tions in one tin. It simplifies serving 
and affords variety of flavors in 
one pie. 


Admitted to A. B. C. 


The Idaho Falls (Idaho) Post, 
Idaho Falls (Idaho) Times-Register, 
Princeton (Ind.) Clarion News and 
Mamaroneck (N. Y.) Times, have 
been admitted to membership in the 
Audit Bureau of Circulations. 


Frey Gets Hurley 
Machine Account 


The Hurley Machine Co., makers 
of Thor washers and ironers, has 
appointed Charles Daniel Frey Co., 
Chicago, to handle its advertising. 


MAJOR EXECUTIVE AVAILABLE 
TO ADVERTISING AGENCY 


Seasoned Advertising Agency executive, age 39, having 
recently sold interest in business, is now available for 


major executive position 
agency. 


in substantial advertising 


TO HOLD AND DEVELOP PRESENT ACCOUNTS: To an already able 
agency needing additional man- and brain-power to hold its larger accounts 


against competitive assaults, 


this executive might prove a_ tower-of-strength. 


Twenty years experience, including: Automotive Equipment, Agricultural Imple- 
ments, Building Materials, Electrical Tools, Flour, Feed, Household Appliances, 


Gasolines 


and Industrial Automotive Lubricants, 


Industrial Equipment, Office 


Appliances and Radio Receivers. This executive's chief contributions to the hold- 


ing and development of present accounts would be: 


1—Continuous Flow of 


Merchandising Ideas, most of them sound. 2—Plans for Co-ordination of adver- 
tising program with sales activities. 3—Major Counsel to clients in matters of 
ales Management, including the application of engineering methods to the func- 
tions of Sales Training, Equipment, Stimulation, Canvass and Presentation. In 
many cases, the Agency has the opportunity to render service in these sectors, 
so valuable that no competitive solicitation will be interesting. 


TO GET NEW BUSINESS: 


The Agency doing the best creative job seldom 


does the best agency-selling job. This executive has had successful experience in 
building and using sales presentations and sales plans that make agency selling 
something more than a hit-or-miss procedure. Any able agency with an organized 
sales plan can increase its billing 25% to 50% in one year—and make money on 


the business! 


AGENCY MANAGEMENT: 
“Allowances” account is too large, whose 
sources of argument, 
control, client authorization and control 


To an agency whose routine is tangled, whose 


“Mechanical” bills to clients are monthly 


this executive can bring tested methods of production 


of detail—which will eliminate most of 


the trouble spots. Also familiar with agency time and cost-keeping methods and 
management routine. Not a ‘‘detail hound’’ however, and thoroughly familiar with 


the dangers of ‘“‘too much system.” 


SOME PERSONAL FACTS: 


Born on prairie, raised in small town, business 


experience in larger cities; perfect health; mentally and physically tireless. While 
20 years’ experience is broad and comprehensive, do not know everything; learn- 


ing every day; work well with others. 


Protestant. Earnings for past 7 years 


$22,500 to $31,600. Will consider smaller fixed income offer if it has the proper 


bonus or profit-sharing attachment. 


ADDRESS: Box 110, Care ADVERTISING AGE 


CORRECTION OF 
OWN FAULTS UP 
TO ADVERTISING 


Outside Help Is Not Needed, 
Chicago Council Told 


Chicago, Nov. 19—Allan Brown, 
advertising manager of the Bakelite 
Corporation, New York, today de- 
clared himself in favor of effective 
control of advertising in the public 
interest, but through advertising it- 
self, and without Federal interven- 
tion. He spoke before the Chicago 
Advertising Council. 

Mr. Brown, who is president of 
the National Industrial Advertisers’ 
Association and a director of the As- 
sociation of National Advertisers, 
said that the time has come for ad- 
vertising to put its house in order, 
but he expressed the belief that ad- 
vertising interests have the machin- 
ery available for effective applica- 
tion of its own standards of prac- 
tice. 

“In the past few years,” he said, 
“advertising has been terrifically 
over-inflated, particularly from the 
standpoint of psychological appeal. 
Business itself has been getting 
more critical of advertising, and per- 
haps rightfully so. When public in- 
telligence is insulted with such 
claims as that social success is as- 
sured by the use of a deodorant, or 
that crews of sinking ships are 
saved because the leader of the res- 
cue party happens to be smoking a 
particular brand of cigarette, it is 
time that advertising had a new 
deal. 


Creates Harmful Impression 


“Are we so short-sighted that we 
fail to see that advertising based 
upon unsound principles, even 
though it may sell goods, will event- 
ually undermine the public’s respect 
for advertising as a whole? Adver- 
tisers have only themselves to thank 
for the ridicule of Ballyhoo. They 
can also thank themselves for the 
suggestion that the Government 
participate in the control of adver- 
tising. God forbid! The Government 
has enough worries without heaping 
upon it the burden of our differ- 
ences. 

“Has the time come when adver- 
tising is unable to arbitrate its own 
differences of opinion without wash- 
ing its dirty linen publicly? Adver- 
tisers should take the initiative now, 
if it is not to be taken by someone 
less competent. They must do more 
than merely recognize abuses; they 
must show a disposition to deal with 
them, both effectively and in a way 
which the general public will know 
is consistent with its own interests. 

“This Council, and the affiliations 
which it represents, can do no 
greater service to advertising than 
to take immediate steps to see that 
these difficulties are straightened out 
by organized advertising itself. We 
have the Better Business Bureau; 
we have the Printer’s Ink statute; 
we have the Federation and numer- 
ous other associations; we have the 
machinery to do the job; all that 
seems to be lacking is the will to set 
it in motion. 

“In the interest of those who sell 
advertising mediums, or agency and 
marketing service, it is extremely 
important that the house of adver- 
tising be put in order, before an at- 
tempt be made to guide other peo- 
ple in the operation of their busi- 
nesses.” 


Advertising Not a Panacea 


Mr. Brown criticised the disposi- 
tion to glorify advertising for its 
own sake, and reminded his hearers 
that advertising did its part to bring 
about the crash of 1929, through 
stimulating over-production. He in- 
sisted that advertising is not a 
panacea nor a cure for depression, 
but is a great business force, which 
if properly guided and co-ordinated 
with other business functions, will 


One More Kind of 


Infection Discovered 


Indianapolis, Ind., Nov. 19— 
What is believed to be one of 
the most unusual pieces of 
copy to appear anywhere this 
year ran in a two-column box 
in the “Indianapolis Star” yes- 
terday. Printed in strong bold 
face type, it read: 


Attention, Governors and 
. R. Cos. 


SCIENTIFIC 
DEMONSTRATIONS 
Will protect your state people 
from auto accidents at railroad 
crossings. They are caused by 
infection of the mechanical 
law. Hear a full demonstration 
as a scientific mechanical edu- 

cation. 
Physicians, take notice. 
EDW. W. MEISTER, 
Aurora, Ind. 


help start the circulation of the 
wealth that now lies behind bolted 
doors. 

‘The opportunity is now at hand,” 
he said, “for advertising to brush 
the dust off its code of ethics, its 
standards of practice, and put teeth 
in them, to prove that it has the 
courage of its convictions. 

“T do not mean by this to urge a 
censorship which stifles imagination 
and ingenuity in the use of the 
graphic arts and the printed word. 
I mean the same kind of control that 
prevents the circulation of a book or 
the opening of a play, the sole pur- 
pose of which is an appeal to the 
baser and immoral instincts of man, 
a control that is conducted entirely 
in the interests of the public. 

“Let us, in justice to the profes- 
sion which provides us with a living, 
convert the energy which is now be- 
ing spent in knocking advertising 
into an effort to purge it of its 
encumbrances and put it back to 
work again. Advertising that is 
based on accurate knowledge and 
supported by facts; advertising that 
is clean, truthful and ethical, will 
go a long way in renewing public 
confidence in American business, 
and will pay handsome dividends in 
the years that are just around the 
corner. It will also help to renew 
the confidence of American business 
in advertising.” 


Mrs. Richardson Speaks 


Another speaker at today’s meet- 
ing of the Council was Mrs. Anna 
Steese Richardson, of the Woman’s 
Home Companion, New York, who 
spoke on “What 20,000,000 Women 
Want.” She identified the group as 
the 12,500,000 housewives and 7,- 
500,000 workers who read the maga- 
zines, and said that they want ro- 
mance, beauty and leisure, and that 
advertisers should appeal to these 
desires. Regardless of their income, 
they all want the same things, she 
said. 

She emphasized the interests of 
women in bridge, cigarettes and cul- 
ture, but said with reference to the 
latter, they are more interested in 
why Gandhi doesn’t wear a coat that 
in Shakespeare. 


Fight Chain Tax 


Several chains operating in Ala- 
bama banded together and secured 
an injunction restraining collection 
of the State’s chain store tax. They 
allege the tax as set up is a prop- 
erty tax, not a license tax, and as 
such is not equitably apportioned. 


Represents Publisher 


The National Service Advertising 
Company, Washington, D. C., has 
been appointed national representa- 
tives for the National Sphere, pub- 
lished by the Whaley-Eaton Pub- 
lishing Corp., Washington, D. C. 


Samples Health Workers 


The General Baking Company, 
New Orleans, gave several thousand 
physicians, dentists, nurses and ma- 
trons of hospitals and schools a loaf 
of its new vitamin D bread, prior 
to putting it on the market. 


Laments South’s Silence 


Governor-elect Martin Sennett 
Conner of Mississippi said publicly 
that the South suffers more from 
lack of publicity than any other sec- 
tion of the nation. 


Urges Mail As 
Right Hand of 
Menor the Road 


Washington, D. C., Nov. 18~ 
Though it is difficult to get dealers 
to buy by mail, it is possible to use 
mail to break the path for sales- 
men, Charles Austin Bates told the 
direct mail group of the Association 
of National Advertisers. 

“We all know it would pay deal- 
ers in many lines to order by mail 
instead of salesmen,” said Mr. Bates, 

“This wouid reduce selling costs 
materially. But while it is pleasant 
to dream about it, we know the 
reality is as remote as purity in 
politics. 

“The cost of calling on one dealer 
one time by mail may be about five 
cents. The average cost of all sales- 
men calling on dealers is not less 
and is probably more than $2 per 
call. 

“If we get away from the idea of 
having direct mail do a complete 
job of selling and hire it to do that 
part of selling it can do better than 
salesmen, we will discard specula- 
tion for certainty.” 

Mr. Bates said from 50 to 90 per 
cent of the introductory work for 
a new product can be profitably done 
by direct mail, resulting in more 
interviews per day and more pro- 
duction per interview for the sales- 
man following in its wake. 


Boston Club Sets 
Record for Growth 


Nearly 150 new members have 
been added to the Advertising Club 
of Boston the past five weeks, with 
many more expected during the final 
week of the campaign. Among those 
signed up are: 

Louis Glaser, Louis Glaser, Inc.; 
Carl Dreyfus, Boston-American; 
Harlan L. Reycroft, Dorrance- 
Kenyon Co.; H. W. Taylor, Paul 
Block & Associates; Edward Stiner, 
Good Housekeeping; Walter J. 
Deiss, Post Publishing Co.; Harold 
G. Kern, Rodney E. Boone Organ- 
ization; 

F. H. Nickels, Eddy-Rucker Co.; 
Sven O. Blomquist, Harvard Busi- 
ness School, Samuel Ross, Albert 
Frank & Co.; Wm. H. Pond, East- 
ern Advertising Co.; Geo. D. Shew- 
ell, Jr., Out-Door Adv., Inc.; 

Wm. J. McDonald, Sweeney & 
McDonald; Anne B. Inkley, H. B. 
Humphrey Co.; Herbert D. Vittum, 
Boston American; D. Hayes Metz., 
True Story Magazine; E. Craig 
Grenier, N. W. Ayer & Son. 


Community Copy 


Passes High Test 

Replying to the query of the Port- 
land Chamber of Commerce, 113 per- 
sons of 2,000 picked at random from 
the 30,000 responding to this year’s 
advertising, said they visited Oregon 
during the summer. There were 402 
in their parties and they spent an 
average of 10% days in the State. 

From January to November of 
this year, 619 more out-of-state 
cars were registered than during 
the same period last year. 

The On-To-Oregon advertising, 
which appeared in national maga- 
zines, was placed by Gerber & Cross- 
ley, Inc., Portland. 


To Sell Griswold Heater 


The Bryant Heater and Manufac- 
turing Company, Cleveland, has con- 
tracted for the entire output of the 
W. A. Griswold Company, Nashville, 
Tenn., manufacturer of the Gris- 
wold “Two-in-one” Gas-fired Circu- 
lating Heater. Ernest R. Laws is 
advertising manager of the Bryant 
company, which has 42 _ branch 
offices. 


Advanced by McGraw-Hill 


Dr. H. C. Parmelee has been 
elected a vice-president of the Mec- 
Graw-Hill Publishing Co., New 
York. He will continue as editorial 
director of the company’s thirty- 
four engineering, industrial and 
business publications, to which duty 
he was appointed in 1928. 


Package Fish 
The Hill and Piggly Wiggly 
chains in the South have found 4 
waiting market for choice, quick- 
frozen fish, packaged in cellophane. 


Comrie Moves 

Frank M. Comrie, Chicago adver- 

tising agent, has moved to 43 E. 
Ohio St. 
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towers above every other 
newspaper market 


O the manufacturer who wants to 
sell large volumes of merchan- 


TOWN dise profitably today, no market in 


9 TERRITORY 


America offers such genuine opportu- 
nity as Tribune Town. 


Its 12,200,000 people spend over 512 
billions of dollars at retail every year. 

By advertising in one newspaper, you 
can reach into the homes that do 42% 
of this tremendous purchasing. 

That one newspaper is the Chicago 
Sunday Tribune. 


From Chicago with its 3,376,000 res- 
idents, the Sunday Tribune spreads 
out and forms into this super-com- 
munity 703 cities and towns of 1,000 
population and more. 


No other publication, national or 
local, that circulates in Tribune Town 
has anything comparable to the influ- 
ence on public thinking and buying 
which the Sunday Tribune exerts. 

Put that influence to work for you. 
Let Sunday Tribune advertising aid in 
getting commanding recognition for your 
merchandise in this area that produces 
11% of all America’s retail purchasing. 

Call in a Chicago Tribune man to- 
day and get all the facts. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Eastern Adv. Office Southern Adv. Office New England Adv. Office Western Adv. Office 
NEW YORK ATLANTA BOSTON SAN FRANCISCO 
220 E. 42nd St. 1825 Rhodes-Haverty Bldg. 718 Chamber of Com. Bldg. 820 Kohl Bldg. 
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BETTER SCRAM 
BOYS; ELMO IS 
ON WARPATH! 


ALN. A, bets Message from 
First President 


Washington, D. C., Nov. 16—For | 
the good of its soul, the Association | 
of National Advertisers invites some | 
iconoclast to each of its meetings to 
knock the smugness out of anybody 
who feels that way. This year it 
was E. St. Elmo Lewis, founder and 
first president of the association. 

Mr. Lewis asked ten questions and 
commented: 

“Your answers to all those ques- 
tions will probably be an emphatic 
no. If it isn’t no—then God be with 
you till we meet again!” 

The questions: 

1. Are you satisfied with your 
own advertising performance? 

2. If advertising is not an end in 
itself, and you expect to get sales as 
a result of advertising, are you satis- 
fied with the present measures of 
your advertising activity? 

3. Are you satisfied with the 
Audit Bureau of Circulations’ meas- 
urements of the volume and value of 
circulations? 


How Much to Spend? 


4. Are you satisfied that you 
have found the exact minimum of 
expenditure that will produce the 
maximum of sales? 

5. Are you satisfied you have 
solved the art of writing the copy 
that will most effectively reach the 
greatest number of your possible 
customers and cause them to buy? 

6. Are you satisfied with the de- 
gree of coordination between your 
advertising and sales effort? 

7. Are you satisfied with the at- 


titude of your directors, financial and 
t 


STIRS THINGS UP 


v4 


E. St. Elmo Lewis, who tore into 
a few pet peeves for the benefit of 
A. N. A. members. 


production departments and general 
management toward your advertis- 
ing? 

8. Are you satisfied with your 
present coordination with your ad- 
vertising agency? 

9. Are you satisfied with the 
rates you are paying in publica- 
tions? 

10. Are you satisfied with your 
personal progress? 


Advice from Dealer 


Mr. Lewis said the retailer, in in- 
timate touch with his local clientele, 
could give the national advertiser 
some valuable advice. All trails lead 
to the dealer, he thinks, and the ad- 
vertiser should devote more thought 
to overcoming his dealers’ problems. 

“{ found dealers eager, willing and 
thoughtful,” said Mr. Lewis, “but fed 
up on the standardized campaigns 
built on what some man thought 
should be true, and on the stiff- 
necked unwillingness of many ad- 
vertisers to help the retailer with 
his problem. 

“Dealer after dealer brought evi- 
dence to prove advertising helps 
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don’t help. In this phase, there is 
tremendous room for elimination of 
waste.” 

Mr. Lewis said too many adver- 
tisers expect advertising to sell 
products not worth buying. 

“The most significant change in 
advertising in the last decade,” he 
said, “is a realization of the impor- 
tance of Mr. and Mrs. Jones, the 
great American consumer. They are | 
the final arbiters of this thing we 
call the selling process. 

“Some of us get so wrapped up in 
language, split infinitives, the psy- 
chology of color, trick folds for a 
mailing piece, the comparative value 
of Chelt bold and Bodoni and the 
coverage of the Spittleburg Sentinel, 
that we entirely lose sight of the 
reason for all of the statistics, 
charts, headaches and heat. 


| 


Strong-Arm Salesmen 


“This reason is the living, think- 
ing, loving, hating, whimsical, emo- 
tional, cold, indifferent human beings 
to whom we are supposed to sell at a 
profit.” 

Equally to the point was this 
statement: 

“Many advertisers are still trying 
to make themselves believe they can 
tell the public what it should buy, 
how it should buy it, and the price 
it should pay. These arg the strong- 
arm boys ‘who can sell anything’. 
Most of them are now selling 
apples.” 

Mr. Lewis quoted one expert in 
the department store field as say- 
ing: 

“Every problem, whether one of 
buying or selling, needs the view- 
point of the advertising manager as 
a representative of the store’s cus- 
tomers.” 

Another successful marketer gave 
him this picture: 

“A few companies, at least, have 
discovered that this old U.S.A. is 
not just a market, but hundreds of 


getting reasons why.” Another re- 
rretted that advertising is chewing 
tobacco and generally getting tough, 
but he agreed it is selling. 

Mr. Lewis said some copy is so 
fictitious it suggests the need of an: 
advertising rating scale by which 
the consumer may gauge the cred- 
ibility of any given company’s adver- 
tising. Smith & Jones, hams, would 
be given a mere 38 per cent dis- 
count, while Brown & White, tooth 
paste, would fall to 76 per cent. The 
Neverwas Motor Company might 
reach par. 

Mr. Lewis said ultimately adver- 
tising will have a Trade Practice 
Code or something akin to it. He 
believes spot broadcasting is the 
logical medium for quick testing of 
local markets. 


Include Contest 


with Drug Deal 

With $100 worth of merchandise, 
the American Druggist Syndicate is 
viving dealers a midget radio to use 
as the prize in a store contest for 
the best 10-word slogan about an A. 
D. S. product. 

It is suggested the dealer give a 
coupon with each purchase of A. D. 
S. goods on which the slogan is to 
be written. In addition to the cou- 
pons, the company furnishes 500 im- 
vrinted handbills for neighborhood 
distribution. 


Fellows and Darrah 
Join Madison Club 


D. R. Fellows, professor of ad- 
vertising, University of Wisconsin, 
and D. E. Darrah are new members 
of the Madison (Wis.) Advertising 
Club. 

John R. Egan, of Arthur Towell, 
Inc., Madison, addressed the club 
Nov. 11 on a plan for national com- 
paigns. 


Sponsors Contest 


for Use of Type 
The New York Times is offering 


individual markets, and that adver- 
tising, as well as sales expense, must 
be allocated against each market. 
“We are beginning to realize that 
we either make a profit or loss on 
the business we do in Kalamazoo, 
Danville, Baltimore and San Fran- 
cisco.” 

Mr. Lewis suggested the creation 
of “future developments’ depart- 
ments to supply a constant stream 
of facts about trends of demand, re- 
porting direct to the president. 

In spite of all the current criti- 
cism of copy, Mr. Lewis found one 
he-man who likes it, “because at 
least, it is telling the same story our 


three cash prizes, the first $100, for 
typographical excellence in one col- 
umn advertisements of 14 to 100 
|lines. Entries close Jan. 31, 1932. 
| The purpose is to develop possibil- 
| ities of small newspaper advertise- 
| ments in the interests of businesses 
| limited to small space. 


Works in East 


Herman Sonneborn has settled in 
New York following his appointment 
as eastern advertising manager of 
Saddle and Bridle, St. Louis. 


Chicago Agent Moves 
Frank M. Comrie, Advertising, is 
now in larger quarters at 43 East 


: oS | Ohio street, Chicago. The telephone | 
salesmen tell with hard-hitting, go-' is Superior 0458. 


LINEAGE DROPS 
IN 98 DAILIES 


New York, Nov. 18—Total news- 
paper lineage in the 30 principal 
cities for which figures are compiled 
by the statistical department of the 
New York Evening Post shows a net 
loss of 611,546 lines in October of 
this year over the same month last 
year. 

Each city on the list showed a 
lineage loss over last year, although 
17 of the 119 papers for which fig- 
ures are presented show a gain. 

The total lineage for the 30 cities 
was 14,517,792 lines in October of 
this year, as compared with 15,129,- 
338 lines for the same month last 
year. 

Cities included in the list are New 
York, Chicago, Philadelphia, De- 
troit, Cleveland, St. Louis, Boston, 
Baltimore, Los Angeles, Buffalo, 
San Francisco, Milwaukee, Wash- 
ington, Cincinnati, New Orleans, 
Minneapolis, Seattle, Indianapolis, 
Denver, Providence, Columbus, 
Louisville, St. Paul, Oakland, Omaha, 


Birmingham, Richmond, Dayton, 
Houston, and Des Moines. 
Greater New York led in the 


number of papers showing gains, 
five in New York City and one in 
Brooklyn registering increases. 
These papers are the American, 
Mirror, News, Evening Journal, 
World-Telegram, and the Brooklyn 
Times. 

Others registering gains included 
the Philadelphia News, Cleveland 
News-Leader, St. Louis Star, Boston 
Record, Boston American and Sun- 
day Advertiser, Baltimore American, 
Washington Herald, Washington 
Evening News, New Orleans Item, 
Minneapolis Star, and Indianapolis 
Times. 


Survey Store Profits 


The Controllers’ Congress of the 
National Retail Dry Goods Associa- 
tion will continue its survey of 
“losing departments.” A furniture 
investigation just completed showed 
that only 30 per cent of the stores 
reporting made a profit in that de- 
partment. 


Represents Magazine 


Effective Jan. 1, the James A. 
Young Co., Chicago, will become na- 
tional representatives for the Royal 


Neighbor Magazine. The next issue 
will have a two-color cover and sev- 
‘eral new departments. 


NEWSPAPER PUBLISHERS FETED AT INN 


| 
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side, Cal. 


Various social events wound up the rece nt meeting of the American Newspaper Pub- 
lishers’ Association in Los Angeles. This g roup photo was taken at Mission Inn, River- 
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0% OF RETAIL 
SALES MADE BY 
CHAIN STORES 


Total Volume of 160,000 Units 
ls $10,771,000,000 


Washington, D. C., Nov. 17—Re- 
tail chain stores in the United States 
do 21.5 per cent of the total volume 
of retail business, according to de- 
tailed figures on chain store volume 
just released by the Bureau of the 
Census. 

The figures, which are based on 
the calendar year 1929, revealed 
7,046 chain store organizations, op- 
erating a total number of 159,826 
stores, or approximately 10 per cent 
of all retail outlets, doing a volume 
of $10,771,984,034, as compared with 
a total retail volume for the year of 
$50,033,850,792. 

Local chains numbered 5,589, with 
total sales of $3,547,338,285; sec- 
tional chains totaled 136, with total 
sales of $2,419,890,761; and national 
chains, numbering 321, had _ total 
sales of $4,804,754,988. 

The census tabulation also divides 
the chains into types of products 
sold, and gives detailed figures for 
each type. 


Figures on Food Stores 


The total number of retail outlets 
classified as food stores is 497,715, 
with aggregate sales of $11,310,627,- 
359. In addition, there are 87,683 
country general stores whose food 
sales are estimated at $1,000,000,000. 

Of this total, the 1,448 chains sell- 
ing food products, with 61,346 stores, 
accounted for $3,508,923,218, or 28.5 
per cent of all food sales. 

Subdividing the food chains, the 
report shows individual figures for 
candy and confectionery chains, 
dairy products chains, fruit and 
vegetable market chains, grocery 
chains, combination grocery chains 
in five different classifications, ca- 
terer and bakery chains, and other 
food chains. 


664 Chains Sell General Merchandise 


In the general merchandise group, 
composed principally of department 
and variety stores, there are a total 
of 70,263 stores with aggregate sales 
of $7,140,515,384. The 664 chains in 
the field, operating 12,034 units, sold 
$2,202,235,975, or 30.8 per cent of 
the total. 

Chain stores in this group have 
been subdivided into general mer- 
chandise, mail-order, dry goods, de- 
partment store and variety store 
chains. 

Chains account for $1,197,087,311 
of the total of $4,315,234,497 sales 
in the apparel field, or 27.7 per cent. 
The report shows 19 different classi- 
fications for chains in this field, con- 
sisting principally of men’s wear, 
women’s apparel and shoe stores. 


Automotive Group Subdivided 


In the automotive group, includ- 
ing auto dealers and filling stations, 
it is often difficult to separate inde- 
pendents and chains, the report says. 
There are 41,158 retail automobile 
dealers, of which only 1,290 are op- 
erated by chains, doing a business of 
$616,051,049, or 10 per cent of the 
total. 

There are 126 accessory, tire and 
battery chains, with 2,048 units and 
total sales of $121,055,448, or 19.1 
per cent of the total. 

There are 124,000 filling stations, 
30,038 of which are operated by 
chains. These have total sales of 


$629,024,296, or 33.4 per cent of the 
total. 


In the Furniture Group 


Of the 44,417 stores doing a total 
business of $2,286,007,992 in the 
furniture and household group, 420 
chains operate 5,950 stores and do 
a business of $447,272,058, or 19.5 
per cent of the total. 

_Chains in this group are subdi- 
vided into furniture, home furnish- 


ings, and household appliance 
groups. 


Restaurants Run Independently 


In the restaurant field there are a 
total of 135,674 units, of which 3,361 
are operated by 287 chains. These 
chains do a total business of $298,- 
843,423, amounting to 14.2 per cent 
of the entire field. 

In the lumber and building indus- 
tries there are 79,839 yards and 
stores, of which 8,915 are operated 
by 722 chains, these doing a total 
business of $520,086,922, amounting 
to 14.3 per cent of the $3,637,053,- 
607 done by the entire field. 


Drug and Cigar Store Chains 


Of the 57,716 drug stores in the 
United States, with an annual vol- 


ume of $1,683,834,442, 249 chains 
operate 3,585 stores and do 78.5 per 
cent of all the business with annual 
sales of $312,301,721. 

There are 22,051 cigar stores in 
the country, doing an aggregate bus- 
iness of $330,284,460, of which 2,218 
are operated by 90 chains. The 
chains make 24.6 per cent of all the 
sales, amounting to $102,733,330. 


Other Fields Studied 
In the coal, wood and ice business, 
1,415 establishments operated by 116 
chains, and having sales of $184,- 
143,677, account for 14.6 per cent of 
the $1,265,354,398 annual sales made 
by all of the 22,426 units in the field. 
Of sales totalling $536,949,551 by 


the 20,095 jewelry stores, $35,687,- 


555, or 6.7 per cent, is sold by 65 
chains operating 438 stores. 

Other industries for which figures 
on chain store business are given by 
the Bureau include radio stores, of- 
fice appliance dealers and newsdeal- 
ers, but products sold in these estab- 
lishments are sold in such volume in 
other types of stores that compara- 
tive figures are of little value. 


Takes New Quarters 
The San Francisco offices of the 
National Outdoor Advertising Bu- 
reau has moved from the Russ Bldg. 
to the Shell Bldg. 


M. Born to Roche 
M. Born & Co., men’s tailors, have 
placed their account with Roche Ad- 
vertising Co., Chicago agency. 


Canadians Put Gilbert 
and Sullivan on the Air 


A complete cycle of Gilbert and 
Sullivan operettas is being put on 
the air over the eastern network of 
the Canadian Broadcasting Co., un- 
der the sponsorship of Canadian In- 
dustries, Ltd. 

The first presentation was The 
Mikado. 

McConnell & Fergusson are the 
agency in charge. 


Kids Oil Contest 


Among the friendly humorous re- 
sponses received by the Continental 
Oil Co., Ponca City, Okla., in its 
“hidden quart’ contest is this prize: 

“If you’ll furnish the ginger ale, 
I can find the hidden quart, all 
right.” 
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ADVERTISING 


“The Opportunity For Outdoor Advertising 
Under Its New Selling Plan’ 


Discussed and Endorsed 


November 11th, 1931—2 o’clock—Afternoon 


K. H. FULTON, President 


Outdoor Advertising, Incorporated, Presiding 


GENERAL 


SUBJECT: 


“The opportunity for Outdoor Advertising under its new selling plan.” 


JOHN BENSON, President, American Association of Advertising Agencies 
W. C. D'ARCY, President, D'Arcy Advertising Company 


HENRY T. EWALD, President, Campbell-Ewald Company 
Chairman of Board, National Outdoor Advertising Bureau, Inc. 


Honorable GEORGE WHARTON PEPPER, General Counsel, Outdoor Advertising Incorporated 
FRANK W. HARWOOD, Sr., Vice President, Lennen and Mitchell, Inc. 


ARTHUR R. BURNET, Secretary, Outdoor Advertising Committee 
Association of National Advertisers 


MILTON J. BLAIR, Vice President, J. Walter Thompson Company 
H. K. McCANN, President, McCann-Erickson, Incorporated 
WILLIAM H. JOHNS, President, Batten, Barton, Durstine & Osborn, Inc. 
JOE M. DAWSON, Vice President and Manager, Tracy-Locke-Dawson, Incorporated 
FRANK T. HOPKINS, Vice President and General Manager, National Outdoor Advertising Bureau, Inc. 
W. A. GIBSON, Jr., Vice President and General Manager, Outdoor Service, Incorporated 


A new era in the advancement of outdoor advertising was born at the 41st Annual 
Convention of the Outdoor Advertising Association of America, Inc. just concluded in 
Detroit, when National Agencies of such prominence as those indicated in the above 
program, and others, endorsed the new sales promotion plan. Bringing to the Outdoor 
Industry the added sales stimulus, creative ability and cooperation the Advertising 
Agencies will furnish, marks a great, step forward in modemizing this important and 
outstanding medium, to which advertisers will be quick to respond and take advantage. 
A signal achievement has been accomplished in rounding out a complete service to 
Advertisers, and to sponsors and participants alike, we extend heartiest congratulations. 
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Publishers Offered 


A.N.A. Viewpoint on 
Any Proposed Study 


(Continued from Page 1) 
advertising said, “Patriots will reg- 
ister; others must.” The result was 
a registration of 40 per cent above 
the estimated maximum. 

“The United States is still the 
richest nation in the world,” he said. 
“Why do we seem to be so poor? 
The time has come to sell the coun- 
try a bill of goods labeled ‘Con- 
fidence’ and ‘Faith.’ ” 

His plan is to organize special 
drives, calling, for instance, for 3,- 
000,000 employers to hire one addi- 
tional man each on a certain day. 
Fourteen divisions will be created: 
advertising, films, public speakers, 
four-minute men, church work, 
radio, work among foreign-born, 
local organizations, women’s work, 
still pictures, labor, statistics, news 
and industrial organizations. 

Gilbert T. Hodges, president of 
the Advertising Federation of Amer- 
ica, will head the advertising divi- 
sion, which will utilize the organiza- 
tion already at hand in sectional and 
local advertising clubs. 


Newspapers Co-operate 


A large number of newspapers ap- 
proached have already agreed to 
run a daily four-inch two-column 


box on Page 1, featuring optimistic 
news. National advertisers will also 
give a part of their regular adver- 
tising space as required. 

As an example of how action will 
take the place of words, Mr. Byoir 
said a men’s clothing drive, a shoe 
drive or an automobile drive would 
be held at certain stated times. In 
the case of the clothing drive, pub- 
licity would show that each suit 
bought provides 6% hours of em- 
ployment, and every dollar that 
passes over the retail counter equals 
$7 in its effect on wholesale, man- 
ufacturing and raw material chan- 
nels. 

Any other funds required will be 
forthcoming from 100 men who have 
already underwritten the plan. 

The only question to be decided is 
whether the new campaign will be 
under Government or private 
auspices. 

Dr. Virgil Jordan, economist of 
the McGraw-Hill Publishing Com- 
pany, and E. St. Elmo Lewis, one 
of the founders of the A. N. A., were 
on Monday’s program. 


Storm Is Ending 


Dr. Jordan said the irreducible 
minimum of 70-75 per cent of nor- 


MEETIN 


AT A.N. A. 


7. nis 


Wm. B. Griffin, International Silver Co., new A. N. A. 
director; Bennett Chapple, American Rolling Mill Co., an- 
other director, and William Canaday, vice-president, Lehn 
& Fink Products Co., New York City, at the meeting in 
Washington. 


mal business has been reached. He 
thinks the storm has about blown 
itself out and “Busipess and his 
wife, Advertising, are more optimis- 
tic, with the latter preparing to 
skimp less on oil.” 


W. A. Grove, vice-president of 
the A. N. A., presided at Tuesday 
morning’s session, the speaker be- 
ing Daniel P. Woolley, vice-presi- 
dent in charge of advertising, 
Standard Brands, Inc. Mr. Woolley 


How man Ly times 


1s a Building BOUGHT 
before it ts OccuPIED? 


Three times! Believe it or not — such is the 
case. The dealer bought it from the manu- 
facturer; the contractor bought it from the 
dealer, and the owner bought it — fabri- 
cated — from the contractor. Such routine 
applies to 90% of all building. 


To the Contractor 


A MAGAZINE 


OF MATERIALS - 


If the dealer does not have the material, what 
chance has it of being in the building? Also, 
if the contractor does not want the material, 
what is the chance? The good will of the dealer 
and the contractor is 99% of the battle. 


Popular Building and Contracting is read by | 
28,000 rated contractors, 
architects and 2,000 speculative builders. 


Popular Building ond Contracting 


203 NORTH WABASH AVENUE, CHICAGO 


Which end of this procession would you say 
is most important to the manufacturer? We 
know which one it is, and we also know this: 
The contractor and dealer — working in 
harmony and fully aware that successful 
projects reflect the spirit of their cooperation 
— are in complete charge of the buying. The 
owner, having confidence in them and inclined 
to use their experience for his own welfare, 
takes the completed building. 


METHODS - 


12,000 dealers, 3,000 


EQUIPMENT 


was detained in New York and Rob- 
ert W. Griggs, advertising manager 
of Standard Brands, read his paper. 

Mr. Woolley urged a long view 
of advertising, selling and planning, 
citing Fleischmann’s yeast as an 
example. 

This product kept its cake and ate 
it too by relinquishing the home 
field to the baker, who is a large 
consumer, and developing the yeast- 
for-health idea in the consumer field. 

To help the baker clinch his mar- 
ket, the company virtually became 
the advertising agency for the in- 
dustry, also stationing sales promo- 
tion contact men in_ important 
centers. 


Helping the Baker 


“We began a campaign for the 
baker in national mediums,” said 
Mr. Woolley, “first concentrating on 
the baker’s standard white loaf. By 
1926, the home baking of bread was 
practically absorbed. 

“We then widened our advertis- 
ing to include all bakery products, 
also working with the baker to im- 
prove quality.” 

Mr. Woolley described “The Blue 
Book of Standard Brands Advertis- 
ing Activities,” which discusses the 
company’s advertising and _ tells 
salesmen what the objectives are, 
with reasons for the appeals 
adopted. After the first half of the 
year, a supplement to this volume is 
issued, reviewing accomplishments 
and explaining any changes made in 
plans. 

Demonstrations at meetings have 
been found helpful, one man playing 
the part of the dealer to whom the 
salesman is merchandising the cam- 
paign. Talking pictures and a house 
organ are other means of keeping 
salesmen informed. 

“The day is past when a company 
can think of its advertising per- 
sonnel and selling personnel as 
two separate divisions,” said Mr. 
Woolley. 

“The problem of the operating ex- 
ecutive is that of a tactician who 
must use men plus dollars and me- 
diums. It is the handling and train- 
ing of men which presents the 
greatest challenge in making adver- 
tising efforts most effective.” 


Hold Group Meeting 


Group meetings were held Tues- 
day afternoon following a luncheon 
at which Bernard Lichtenberg, 
chairman of the A. N. A. executive 
committee, presided, and at which 
Paul B. West, National Carbon Co., 
New York, spoke on “What the Na- 
tional Advertiser Must Do to Cor- 
rect Circulation Evils.” 

Bennett Chapple presided at the 
industrial group meeting; C. C. An- 
drews, Willard Storage Battery 
Co., over the dealer problems meet- 
ing; William W. Tomlinson, Scott 
Paper Co., at the direct mail ses- 
sion; Carleton Healy, Eastman 
Kodak Co., at the export meeting; 
J. H. Platt, Kraft-Phenix Cheese 
Corp., over the food group; and 
M. W. Tapley, E. R. Squibb & Sons, 
at the drug meeting. 


Kenyon Stevenson, Armstrong 


Cork Co., was chairman of radio 
group dinner Tuesday evening. 

Arthur H. Ogle, Bauer & Black, 
presided at the Wednesday session. 

Attendance at the convention was 
above average. The annual dinner 
was held Monday night, with the 
Columbia Broadcasting System pre. 
senting some of its stars. 

Special entertainment was pro- 
vided for the ladies, Mrs. Hoover 
receiving them at the White House 
Tuesday morning. 


Wholesalers Are 
Biggest Factor 
in Drug Selling 


Washington, D. C., Nov. 20—The 
bulk of all sales made by manufac- 
turing plants in the proprietary 
medicine and compound industry 
goes to independent wholesalers, ac- 
cording to figures for this industry 
released today by the Census of Dis- 
tribution. 

Of the total sales of manufac- 
turers, amounting to $318,907,000, 
11.9 per cent go to the manufac- 
turers’ own wholesale branches and 
four per cent to the manufacturers’ 
own retail branches. 

Wholesalers not connected with 
the manufacturers take 47.5 per 
cent of the total, and retailers not 
connected with the manufacturer 
take 21.7 per cent. 

Sales direct to industrial users, 
such as hospitals, laboratories, etc., 
account for 8.4 per cent of the total, 
and sales direct to individual con- 
sumers make up the balance of 6.7 
per cent. 

In the petroleum refining industry 
nearly two-thirds of the sales of all 
petroleum products by manufactur- 
ing plants are made to the refiners 
own wholesale branches, the report 
on this industry says. 

Wholesalers not connected with 
the manufacturing plants bought 
18.3 per cent of the total, while 
sales to industrial users such as 
manufacturers, bus lines, steamship 
companies, etc., amounted to 8.6 per 
cent. Sales to the refiners’ own re- 
tail outlets totaled 7.6 per cent, and 
sales to independent retailers 
amounted to 5.2 per cent. 

Total sales in the field were $2,- 
639,665,000. 

The tobacco industry presents a 
strikingly different picture of dis- 
tribution methods. 

In this field only 14.7 per cent of 
the manufacturers sales is made 
to their own wholesale branches, 
while 82.9 per cent is sold to inde- 
pendent wholesalers. 

A negligible percentage of the 
total output goes to industrial con- 
sumers, composed mostly of other 
manufacturers, to retailers, and di- 
rect to consumers. 


Join Cleveland Club 

The Cleveland Advertising Club 
has approved the applications of 
R. C. Rutherford, Miller Drug Co.; 
Irving A. Berndt, Trundle Engineer- 
ing Co.; Lou R. Maxon, Maxon, Inc.; 
John G. Buehl, Cleveland Ad-Art 
Co.; F. L. Tranquillini, Tranquillini 
Studios; Wm. P. Koehler, Cordav & 
Gross Co.; Mortimer Goodman, War- 
ner Bros. Theatres, and H. B. 
Parmly, Parmly Engineering Co. 


Newspapers Adjudged 


Best for Oil Burners 


The advertising committee of the 
National Association of Oil Burner 
Manufacturers has recommended 
newspapers to members as the best 
medium for oil burners. The radio 
is second. 

L. A. Walsh, president of the 
Hart Oil Burner Corporation, Peoria, 
Ill., is chairman of the committee. 


Made C. C. A. Director 


Sidney W. Dean, Jr., manager of 
the trade and technical department 
of J. Walter Thompson Co., New 
York, has been elected a director of 
Controlled Circulation Audit, Inc., 
New York. 


Joins F. & S. & R. 

Willard Fairchild, formerly of 
Batten, Barton, Durstine & Osborn, 
has joined Fuller & Smith & Ross, 
with whom he will serve as art di- 
rector at the New York office and 
consultant for the San Francisco and 
Cleveland offices. 
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SELL ARMY-NAVY 
CAME BROADCAST 


West Point, N. Y., Nov. 17—Lead- 
ing business concerns throughout the 
country were offered an opportunity 
to sponsor the broadcast of the 
Army-Navy charity football game 
December 12 over a network which 
will include all stations of both ma- 
jor broadcasting companies in a let- 
ter sent out today by Maj. P. B. 
Fleming, graduate manager of ath- 
letics at the United States Military 
Academy here. The minimum price 
asked is $50,000. 

The offer is made with the co-op- 
eration of the National Broadcast- 
ing Co. and the Columbia Broeadcast- 
ing System, both of which have vol- 
unteered to broadcast the game over 
every station on their chains, with 
the understanding that the charge 
for the broadcast is to be used in 
swelling receipts of the charity 


game. 

This is the first time that any ad- 
vertiser has been offered the oppor- 
tunity of broadcasting simultane- 
ously over all the stations of both 
major systems, and since no other 
football game of importance is sched- 
uled for this date, the advertiser 
making the high bid is assured of a 
practical monopoly of the air for at 
least two and a half hours. 

The letter sent to advertisers by 
Maj. Fleming says: 

“As you know, the Army and 
Navy football teams are to play a 
game in New York City on Decem- 
ber 12, for the benefit of the unem- 
ployed. The National Broadcasting 
Co. and Columbia Broadcasting Sys- 
tem have volunteered to broadcast 
the game over their combined na- 
tionwide facilities, and it has been 
suggested that the proceeds of the 
game be augmented by making the 
broadcast available to a commercial 
sponsor. 

“The opportunity is unique in the 
history of radio. Never before has 
any advertiser been enabled to de- 
liver a message simultaneously over 
all the stations of both great broad- 
casting chains. Moreover, the pro- 
gram is one of commanding interest 
and will be of at least two and one- 
half hours duration, during which 
period there will be opportunities 
for probably ten credit announce- 
ments.” 

The privilege of sponsoring the 
broadcast will go to the highest bid- 
der, but no bids under $50,000 will 
be considered. 


Five Are Admitted 
to Chicago Post 


The Chicago Post of the American |‘ 


Legion has welcomed to membership 
Preston L. Davidson. Crowell Pub- 
lishing Co.; P. O. E. Johnson, of 
J. D. Galbraith; George B. Bassler, 
Rhodes & Leisenring; Basil Church, 
Capper Publications, and John Fin- 
lay, Aubrey & Moore, Inc. 

The membership committee has 
asked members to bring up the 
quota of advertising managers and 
outdoor men, so that applications 
pending in other classifications may 
be acted upon. 


Disston Revamps 
Sales Departments 


Henry Disston & Sons, Inc., Phil- 
adelphia, have departmentalized 
their sales department. ' 

David W. Jenkins will be in 
charge of the Mill Division, George 
W. Eckhardt will supervise sales to 
hardware retailers, and Harry K. 
Rutherford will direct industrial 
sales. : 

S. Horace Disston, formerly vice- 
president in charge of sales, has 

en made second vice-president and 
assistant general manager. 


To Promote Carnival 


The Galveston Beach Association, 
Galveston, Tex., will substitute a 
mid-summer carnival in place of its 
annual beauty pageant, and has de- 
cided upon a more agressive adver- 
tising policy. 


Agree Not to Call 
Product “Mahogany” 


The Federal Trade Commission 
has dismissed complaints against 14 
companies making furniture and 
other wood products out of a Philip- 
pine wood which they have been 
calling mahogany, on agreement of 
oan companies to cease using the 
word. 


Baltimore Club Will 


Reward Civic Virtue 


The Advertising Club of Balti- 
more will present a trophy annually 
to the citizen of Baltimore who 
makes the greatest contribution to 
civic welfare. 

Louis E. Schecter is chairman of 
the committee in charge. 


New Definitions 
Fixed for Foods 


The Department of Agriculture 
has fixed new definitions for may- 
onnaise, milk bread, farina maca- 
roni, ginger ale, and numerous other 
foods and beverages. These will help 
in administering the provisions of 
the pure food act, it is said. 


Joins New York Agency 

Robert R. Endicott, formerly ad- 
vertising director of the Interna- 
tional Mercantile Marine Co., has 
joined the New York office of Fuller 
& Smith & Ross. 


Get Marshall Field 
The account of Marshall Field & 
Co. (wholesale), Chicago, will be 
serviced from the Chicago office of 
N. W. Ayer & Son, effective Jan. 1. 


**Scribners’’ to 
Come Out in New 
Size in January 


With its January number Scrib- 
ner’s Magazine will adopt a new size, 
after forty-five years in its present 
form. This is in line with a policy of 
modernization which began editori- 
ally in Scribner’s several years ago 
and has been evident in the contents 
of the magazine. 

Scribner’s change from a 224 line 
page to a 429 line page, with no in- 
crease in the page rate, constitutes a 
reduction of approximately 50 per 
cent in the advertising rate, accord- 
ing to the publishers. 


January Scribner’s will be on the 
stand December 18. The plate size 
will be 7” x 103/16”, with a column 
depth of 143 lines. The text will be 
in two column style, the advertising 
pages in three columns, with the 
single column 2%”, and double col- 
umn of 4%”. The half column depth 
will be 71 lines. 


To Advertise Caps 
The Lion Knitting Mills Co., 
Cleveland, O., have placed their ad- 
vertising of Ace Sport Caps with 
the H. Jack Lang Co. 


Get Boat Account 
Wheeler Shipyard, Inc., Brooklyn, 
makers of Wheeler Playmate Crui- 
sers, have appointed Parish-Burn- 
ham, New York, to handle their ad- 
vertising. 


\ 


‘ 


Hospital 
Management 


20 Narsome Questroms from the Grading 


commuccee | 


The New Chrint Howpical, 


Comcianati, @ How Tacoma General 
Finances Laberatery @ Teaching Howse 
acepeng to Pervenncl @ Whew Doctor and 
Patrons Disagree About 4 ommedarvons 
@ Estemate of Bill Fa vitates Coltectvams 
@ Should Herprats Emplay Croppies? 
@ Fer Convention “First Comers” 


in 1932—(/se 


HOSPITAL MANAGEMENT 


to get your share of business in 


the progressive, steady ‘hospital 


market, and to get it more effec- 


tively and economically 'than is 


possible in any other way 


537 S. Dearborn St. 
Chicago 


Graybar Bldg. 
New York 


The only hospital journal member both A. B. C. and A. BFP. 
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Cigarette Maker. 
Uses Personal 
Sampling System 


New York, Nov. 19—An unusual 
sampling program on behalf of a 
new brand of cigarettes is being car- 
ried out in New York, Boston, Phil- 
adelphia, Washington and other 
cities by the Condossis Tobacco 
Corp., makers of King Condossis, 
Prince Condossis and Count Con- 
dossis cigarettes. 

The plan consists of presenting 
prominent residents of each city 
with a package containing a box 
of each type of cigarettes, accom- 
panied by an engraved formal pres- 


—_ 2 


VIGOR 


Amazement is asserted 
at the striking success 
won this season by a cer- 
tain firm in the textile- 
apparel industry. But the 
firm is not amazed. It ad- 
vertises vigorously in the 


Fairchild Publications 


8 East 13th Street, New York, N. Y. 
418 S. Market Street, Chicago, II. 


$20,000 a Week 
Student Expenditures 
at North Carolina 


The Technician, the official student weekly news- 
paper of North Carolina State College at Raleigh, 
joined with the class in marketing in making an 
investigation of the expenditures of the 2,000 
students. 

It was found that the students spend $20,000 every 
week during the college term. 

Purchases include 4,000 suits of clothes, 30,000 
pairs of socks, 20,000 shirts, 4,000 pairs of shoes. 

Cigarettes absorb $2,362.50 a week, or $82,687.50 
a year, the daily consumption being 45,000. 

Fifty per cent of the graduating class of 300 will 
purchase or operate automobiles upcn graduation. 

Student preterence can be developed positively 
through the Technician, just as it can in other stu- 
dent centers all over America. With the merchandis- 
ing aids cffered by Collegiate Special Advertising 
Agency, a campaign in this field will produce! 


Ask for The Collegi- 
ate Salesmen — show- 
Ing college papers and 
college coverage. 


Collegiate Special Ady. Agency, Inc. 
NEW YORK CHICAGO 
18 East 41st Street 612 N. Michigan Ave. 


READER 
INTEREST 


are 
editorial 
watch 


words 
IN s es 8 


HEARST; 


BUS INES S§ 
MAGAZINES 


MOTOR — AMERICAN DRUGGIST 
AMERICAN ARCHITECT — AROMATICS 


CIGARETTE FAMILY 


—— 


All packages in the Condossis 
cigarette line are packaged sim- 
ilarly, the color schemes being re- 
lied upon to distinguish the three 
types. 


entation bearing the recipient’s name 
written in by hand, and a trade card 
giving the names of local clubs, 
hotels and cigarette dealers carry- 
ing the line. 

The plan has proved unusually 
effective, and is gradually being ex- 
tended to cover the entire country. 

The “Count” line of cigarettes 
sells for 20 cents a package of 
twenty, and is a “Virginia blend” 
type; the “Prince” line sells at 10 
for 15 cents, and the “King” line at 
10 for 25 cents. The latter two are 
different sizes of the same Turkish- 
Macedonian blend. 

All three cigarettes are attrac- 
tively packaged in a uniform style, 
different color schemes denoting the 
various types. 

The containers were designed and 
the campaign is being handled by 
Mark O’Dea, New York. 


14 Selected for 


A.F.A.Research 
Advisory Group 


New York, Nov. 16—Personnel of 
the newly formed Research Advisory 
Committee of the Advertising Fed- 
eration of America, which will co- 
operate with the Bureau of Research 
and Education of the Federation in 
conducting studies of the economic 
values of advertising and its func- 
tions in industrial and social prog- 
ress, have been announced. 

The Bureau has just completed a 
study of advertising as related to 
the problems of business recovery 
upon which the first of a new series 
of addresses to business executives 
throughout the country is based. 

Membership of the advisory com- 
mittee includes: 

Dr. Julius Klein, U. S. Depart- 
ment of Commerce; O. C. Harn, 
Audit Bureau of Circulations; John 
Benson, American Association of 
Advertising Agencies; Francis H. 
Sisson, Guaranty Trust Co., New 
York; Lee H. Bristol, Association 
of National Advertisers; Samuel R. 
McKelvie, Nebraska Farmer; Dr. 
Virgil Jordan, McGraw-Hill Pub- 
lishing Co.; Prof. E. K. Strong, Jr., 
Stanford University; K. W. Jappe, 
Brookmire Economic Service; Lau- 
rence H. Sloan, Standard Statistics 
Co.; George W. Coleman, Babson 
Institute; Paul T. Cherington, New 
York; L. D. H. Weld, McCann- 
Erickson, Inc., and Guy Smith, 
Libby, McNeill & Libby. 


Portland Projects 


Expansion Program 

The Portland Advertising Club 
has prepared a booklet outlining its 
outstanding achievements for dis- 
tribution to member prospects. The 
subject matter of the booklet will 
also be dramatized in a meeting to 
—— prospective members are in- 


The club will or 
branch with 
younger people. 


nize a junior 
smaller dues for 


Richardson in New Role 


Lon Richardson, who has sold 
newspaper space and radio time, is 
now on the other side of the fence 
with L. S. Gillham Co., Inc., Salt 
Lake City advertising agency. 


PUBLICATION 
ADVERTISING 
TOTALS DOWN 


New York, Nov. 18—Advertising 
in all magazines placed during No- 
vember totalled $14,006,989, a drop 
of $227,168 from the $14,234,157 
placed in September, and a drop of 
$3,039,400 from November, 1930, 
when the total was $17,046,389. 

The total amount of advertising 
placed in these publications for the 
entire year, including November, is 
$155,483,180, compared with $184,- 
367,965 for the same period of last 
year. 

Four classifications, including 
cigars, cigarettes and tobacco, con- 
fectionery and soft drinks, foods 
and food beverages, and miscellane- 
ous showed an increase in expendi- 
tures over November of last year, 
all other classifications being lower. 


Many Show Increase 


Of the 23 different classifications 
shown, 15, including’the four men- 
tioned above, accounted for a larger 
total in November than in the pre- 
ceding month. Other classifications 
which showed increases for this 
period are: clothing and dry goods; 
financial and insurance; garden; 
house furniture and furnishings; 
jewelry and silverware; lubricants 
and petroleum products; paints and 
hardware; schools, camps and cor- 
respondence courses; shoes, furnish- 
ings, trunks and bags; travel and 
hotels; and drugs and toilet goods. 

The loss in total volume is due to 
decreased expenditures in such 
classifications as automotive, build- 
ing, machinery and mechanical sup- 
plies, ete. 

National and special farm papers 
carried $677,348 in November, com- 
pared with $758,950 in October. 

State and sectional farm papers 
carried a total of 499,956 lines of 
commercial business in October, as 
compared with 459,851 lines in Sep- 
tember. 

Radio made a substantial gain in 
October over the preceding month, 
when it totaled $3,251,069, as com- 
pared with $2,735,634 in September. 
For the first 11 months of this year, 
radio is slightly over $7,000,000 
ahead of the same period last year. 


Price to Address 
Chicago Publishers 


Charles E. Price, research direc- 
tor of Domestic Engineering and 
Heating, Piping, and Air Condition- 
ing, will talk to the Chicago Busi- 
ness Papers Association, Monday, 
November 30, on 
Field, the Market, and the Policy of 
a Business Paper.” 

This is to be the first of a new 
series of discussions under the gen- 
eral theme of “Redesigning the busi- 
ness paper to meet current needs.” 


New Movie Camera 
Sells for Ten Dollars 


Described unofficially as “the 
Brownie moving picture camera,” a 
new movie camera marketed by the 
Welker-Hoops Mfg. Co., Middletown, 
Conn., through the Vitascope Com- 
pany, retails for $10. 

A projector is priced at $12.75. 


Ross Leaves Chicago 


C. Fred Ross, formerly with H. 
W. Kastor & Sons Advertising Co., 
Chicago, is now a vice-president of 
the Seymour Schiele Advertising 
Co., St. Louis. 


Agency Changes Name 


The Buffalo agency of Burton 
Bigelow, Inc., has changed its name 
- Bigelow, Bowers & Thompson, 
nc. 


Offer Radio Idea 


Henri, Hurst & McDonald, Inc., 
Chicago agency, used a display ad- 
vertisement in the Detroit Free 
Press last week to interest a manu- 
facturer of a car selling under 


$1,500 in a new radio idea. 


“Analyzing the | - 


TOTALS 


For All Classes for Each Publication 
for Month of November 


1930 1931 

STANDARD 
Atlantic Monthly .. $ 36,157 $ 26,552 
TA. sdsseénseene *17,477 11,112 
Harper's Magazine. . *38,567 31,556 
Review of Reviews. . 30,072 18,704 
Seribmer’s ...c0.00. 18,058 14,131 
World's Work ..... 39,727 11,499 

Total Group ..... $ 180,058 $ 118,544 
FLAT 
American .......++ 460,290 393,937 
American Boy ..... 59,353 33,095 
BOE ce eonivoveoess 8,440 5.585 
Boy’s Life ......... 24,596 23,515 
| PT ere 19,105 *18,623 
College Humor ..... 28,846 * $2,392 
Cosmopolitan ...... 444,256 *295,895 
Motion Picture .... 46,878 34,582 
Open Road ........ *14,222 *13,996 
DOOUNEE cecscrececs *32,841 *41,908 
PROGR ccccccce *108,865 76,311 
Physical Culture ... 42,563 36,706 
Red Book ......... 80,542 60,748 
Sereenland ........ *13,210 *15,944 
BURN ac vcccccccces *24,928 11,448 
Tower Magazine ... ......... 85,219 
True Confessions .. 8,374 11,037 
True Detective 

Mysteries ........ sescesess *27,389 
True Romances ... 43,360 26,106 

Total Group ..... $ 1,460,669 $ 1,244,436 
WOMEN'S 
Delineator ......... $ 588,103 $ 494,753 
Farmer's Wife .... *90,784 62,793 
Good Housekeeping. 1,234,093 887,017 
Harper's Bazar .... 187,204 135,439 
OO” Ree 70,330 46,738 
Household ......... *182,004 119,293 
Ladies’ Hone Jrl... 1 386,310 1,133,126 
DEE s42nredoens *760,307 672,231 
Needlecraft ........ 37,714 30,634 
Pictorial Review ... *621,539 429,196 
True Story ........ 379,065 396,310 
Vogue (Semi-Mon.) 288,706 216,0 
Woman's Home Com. *1,007,631 868,726 
Woman's World ... 93,294 61,67 

Total Group ..... $ 6,927,084 $ 5,554,003 


NOVEMBER ADVERTISING IN MAGAZINES 


TOTALS 


For All Classes for Each Publication 
for Month of November 


1930 1931 

GENERAL 
American Golfer ...$ *10,437 $ 11,575 
American Home ... *94,247 53,321 
Arts & Decoration. 38,362 20,780 
Better Homes & Gar- 

ee acchcescsote 188,395 150,799 
Christian Heraid.... 31,087 28,338 
Country Life ...... 49,001 7,292 
Field & Stream..... *24,067 *22,780 
seein ans oan 35,565 *58,854 
Golf Illustrated .... 6,419 4,668 
House Beautiful ... 76,359 41,998 
House & Garden .. 193,329 96,819 
Modern Mechanics . ......... 8,284 
Nation's Business .. 126,276 86,146 
National Geographic *169,540 90,375 
Nat'l Sportsman 15,377 12,960 
Outdoor Life ...... 14,566 *10,463 
Popular Mechanics . *115,187 82,627 
Popular Science ... 55,958 42,473 
Radio News ....... 20,109 15,587 
PONGEERE. cccnccces evescesses 10,326 
I ik eee nada 245 einem 22,522 
oo. Pea *8,499 5,289 
Vanity Fair ....... 89,071 48,889 

Total Group ..... $ 1,361,851 $ 953,115 


WEEKLIES AND *SEMI-MONTHLIES 
(October) 


American Weekly ..$ 604,921 $ 736,705 
Business Week ..... 49,362 63,509 
CED checcndcces *946,010 843,259 
CHOURED ccccccccess *42,095 28,067 
i shcksineesdee 29,867 47,457 
RAMOS cccccccccces 448,547 295,786 
BME 6tcccedecsacens *48,808 28,930 
Literary Digest .... 503,806 263,953 
New Yorker ....... *244,962 242,958 
rare 11,473 8,873 
Pathfinder ......0. 43,763 45,981 
Sat. Evening Post.. 3,786,008 3,214,148 
— 6500000860402 54,201 38,564 
ED. Koxcussevccces 246,783 246,664 
*Town & Country.. 56,121 37,027 

Total Group ..... $ 7,116,727 $ 6,141,881 


Total All Groups.$ 17,046,389 $ 14,006,989 


Acoyumuiative Totals 
oe sessee’ $184,367,965 $155,483,180 


Asterisk indicates rate change during year. An Aeon in rates will show higher than 
actual revenue because of old contracts still in force. 


—National Advertising Records, 


Ice Industries 
Continue Search 


For New Markets 


San Antonio, Tex., Nov. 18—An 
appropriation of $60,000 for tech- 
nical research was voted by the Na- 
tional Association of Ice Industries 
in convention in San Antonio this 
week. The purpose will be to de- 
velop more uses for ice. The develop- 
ment of comfort cooling with ice will 
receive the major portion of this 
budget. 

Air-cooling systems, using ice, 
soon will be as necessary during the 
summer months as heating plants in 
winter, according to _ predictions 
made by speakers before the first 
day’s sessions. 

The practicality of air-cooling ma- 
chines using ice for homes, as well 
as for small offices and stores was 
emphasized. 

E. L. Bennett of Boston, president 
of the association, said that the suc- 
cessful search of the ice industry for 
new markets, since the introduction 
of mechanical refrigeration six years 
ago, has already placed the indus- 
try in a very strong position. 


Wins Slogan Contest 
Robert Wood, publicity director of 
the Reliance Life Insurance Com- 
pany, won first prize in the contest 
for a slogan to deal depression a 
knock-out blow sponsored by the 
Pittsburgh Advertising Club. 

His entry was, “Quit Your Yell- 
ing—Ads Are Selling Business.” 


To Revive Vestal Bill 


Representative Vestal of Indiana 
will introduce in the next Congress 
a new bill providing for copyright 
registration of designs, similar to 
the bill he sponsored last session, 
which passed the house but was not 
reached by the Senate. 


Plan ’33 Exhibit 


The Bausch & Lomb Optical Com- 
pany, Rochester, N. Y., will be rep- 
resented in the International Ex- 
position in Chicago in 1933 with a 
display of optical lenses used from 
1853 to the present day. 


On Detroit Staff 


George E. Johnson, for the last 
six years vice-president and general 
manager of the Michigan Investor, 
has joined the Chicago Journal of 
Commerce, in charge of that publi- 
cation’s Detroit office. 


Made Branch Manager 

Edwin W. Buckalew, formerly 
account executive in the San Fran- 
cisco offices of Doremus and Com- 
pany, has been made manager at Los 


Angeles. 


Manage Dethol Sales 


Following reorganization of the 
Dethol Mfg. Co., Baltimore, H. 
Clarke & Sons have been appointed 
general sales agents. J. Irvin Strain, 
Inc., will continue as the company’s 
agency. 


Sunday Papers Upheld 


Holding that Sunday newspapers 
are a necessity, the Supreme Court 
of Kansas has dismissed a_ suit 
against a newspaper distributor of 
Herington, Kan., charging violation 
of 63-year-old blue laws. 


Shea Forges Ahead 


Edward L. Shea, formerly vice- 
president in charge of sales, has 
been named executive vice-president 
Tag Tide Water Oil Co., Tulsa, 

a. 


To Advertise Specialty 


Soule, Feeley & Richmond, Inc. 
of Syracuse and New York, have 
been appointed by the Smith-Lee 
Company, Oneida, N. Y., makers of 
milk bottle hoods and caps. 


Sell lowa with 


color 


in the 
DES MOINES 
REGISTER AND TRIBUNE 
Color any way you like it... one color 
and black in Daily or Sunday news sections 
. + — colors in Sunday Rotogravure 
section . four colors in Sunday Comic 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


KENMORE 
HALL... 


145 Fost 23 W/, 


BEST BY COMPARISON 


PHOTOSTAT 
COPIES ! 
33W.ADAMS ST. CHICAGO ) 
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OPPOSE SALES 
BY LEGISLATION 


Washington, D. C., Nov. 19—Cre- 
ation of sales by state legislation 
was condemned in principle by the 
Association of National Advertisers 
as it ended its 22nd annual conven- 
tion at the Wardman Park Hotel. 

The A. N. A. adopted without a 
dissenting voice a resolution pre- 
sented by the committee headed by 
Paul B. West, of the National Car- 
bon Company assailing state legis- 
lation conflicting with the Federal 
food and drug laws. 

The resolution said “certain states 
have enacted legislation penalizing 
certain manufacturers if they should 
name in their advertisement the in- 
gredients of which the product or 
products are made,” and it con- 
demned such legislation as unjust 
and discriminatory. 

Frederick E. Murphy, publisher 
of the Minneapolis Tribune; Charles 
L. Low, president of the Charles 
Low Co., Inc., and Billy B. Van, 
president of the Pine Tree Products 
Company, were speakers at the final 
meeting. 


Magazine-in-a- 
Package Is Started 


A new magazine-in-a-package de- 
signed to reach the mechanically- 
minded public will go on sale at 
newsstands in January. 

The publication, to be known as 
Mechanical Package Magazine, fea- 
tures a radical departure from cur- 
rent magazine format, in that. the 
magazine itself is sealed within a 
flat cardboard box. The magazine 
contains articles devoted to mechan- 
ies, science and construction, and in 
addition the box contains material for 
building a mechancial contrivance 
described in the magazine, as well 
as loose advertising material. 

Fawcett Publications, Inc., the 
publishers, indicate that the publica- 
tion will be issued six times a year 
for the present, the initial issue 
being 100,000. It will sell for 25 
cents a copy. 


McLain Gets Hosiery 
and Underwear Accounts 


The E. Richard Meinig Co., manu- 
facturers of women’s underwear and 
gloves, and the Meinig Hosiery Co. 
have appointed the McLain Organ- 
ization, Philadelphia, to direct their 
advertising. 


Hardig Promoted 
by Campbell-Ewald 


Joseph L. Hardig has been ap- 
pointed assistant general manager of 
the Campbell-Ewald Co., Detroit 
agency. 


‘Classified 
Advertising 


A charge of 40 cents a line is 
made for advertising in this depart- 
ment, the minimum charge being $2. 


ADVERTISING, Publication 
Management and Sales experience— 
age 35, married, Protestant—inter- 
ested in any legitimate proposition 
offering reasonable remuneration— 
Address Box No. 111, ADVERTISING 
AGE. 


Are you giving enough attention 
to sales development activities? I 
have had many years of sales de- 
velopment experience, and have built 
successful sales organizations which 
not only have merchandised prod- 
ucts and services at a profit, but 
have also created improved public 
relationships for their firms. I am 
at present seeking a connection with 
a legitimate company having a 
product or service of merit in need 
of proper sales development. In 
some cases I work on a straight 
commission. All inquiries will be 
treated with the utmost of confi- 
dence. Address Box 112, care ADVER- 
TISING AGE, Chicago. 


“SHOE-SHAME” IS INSPIRATION FOR SHOE 


iad cs er ee as 


WINDOW 


_ The handicap imposed by carelessness in the matter of shoes as pictured in a window 
display furnished dealers of the Jarman Shoe Co., Nashville, Tenn., makers of Friendly 


Five shoes. 


Industry Hurt 
by “‘Sale’’ Copy, 
Shoe Men Told 


New York, Nov. 17—The necessity 
for curbing the present tendency to 
advertise shoes on a price basis, and 
the need for rebuilding public con- 
fidence in quality merchandise were 
stressed in the presidential address 
of Roger A. Selby, president, Selby 
Shoe Co., Portsmouth, O., before the 
annual meeting of the Boot and 
Shoe Manufacturers Associationhere. 

“Advertisements featuring mainly 
prices, comparative prices, and lower 
prices, continue to be featured by 
manufacturers in the trade papers, 
and especially by retailers in the 
newspapers,” Mr. Selby said. ‘It 
would appear from some of these 
advertisements that quality of mate- 
rials, workmanship, service and that 
pride in our product which has so 
long existed in our industry, are 
temporarily laid aside; and that the 
entire industry has concentrated its 
attention upon making something 
cheaper than others. 

Must Look to Future 

“Advertising writers are some- 
times quick to jump at conclusions 
in their enthusiasm to outdo the 
statements of others; and shoe man- 
ufacturers have a real duty to per- 
form in seeing to it that their sales- 
men and advertising writers do not 
tear down our industry, or under- 
mine the confidence that has been 
buit up through years of consistent 
value-giving. 

“We must not overlook the fact 
that in some temporary advantage 
taken, we may eventually destroy 
confidence in our own particular 
products. I believe that all of you 
who represent reputable manufac- 
turing concerns realize that we 
should take care that the confidence 
of the public in the industry as a 
whole is maintained; and_ that 
through our own individual effort, 
in whatever grades we may manu- 
facture, there is business to be 
secured, without damaging the rep- 
utation of others or the reputation 
of the industry as a whole.” 


Volume Up; Profits Down 

Mr. Selby also took occasion to 
remark that while the increase in 
shoe production this year over 1930, 
which was reported to the meeting 
by Dr. Julius Klein, Assistant Secre- 
tary of Commerce, was gratifying, 
the fact that prices have declined 
over last year probably points to 
lowered dollar volume of sales, as 
well as lower volume of wages and 
lower net profits in the industry. 


Agencies Merge 

Herr Advertising Agency and Yar- 
nell-Camp, Inc., Minneapolis agen- 
oes have merged as Herr-Yarnell, 
ne. 

Officers and directors of the new 
organization are James G. Herr, 
president; Clyde S. Yarnell, vice- 
president; Florence F. Rowles, sec- 
retary; G. R. Simonet, treasurer, 
and J. Earl Lawler. 


Selects Nominees 

G. D. Crain, Jr., publisher of Ap- 
VERTISING AGE and Class & Indus- 
trial Marketing, was appointed 
chairman of the nominating commit- 
tee of the Advertising Council of 
the Chicago Association of Com- 
merce. E. E. Brugh, Clyde W. Riley 
Advertising System, and Burr L. 
Robbins, General Outdoor Advertis- 
ing Co., were named committeemen. 


The Gillens Found 


New Orleans Agency 
The Gillen Merchandising Service 
has been incorporated in New Or- 
leans, with offices at 534 St. Peter 
street. 
Martin Gillen is president; Thomas 
T. Gillen, vice-president, and Wm. 
H. Gillen, treasurer. 


Kilbourn Joins Getchell 


Orrin P. Kilbourn, at one time 
assistant general sales manager of 
Willys-Overland and later an ac- 
count executive with the J. Walter 
Thompson Co., has been elected a 
vice-president and director of the 
New York agency of J. Stirling 
Getchell, Inc. 


Agency Gets Food Expert 

H. M. Foster, recently editor of 
the food department of the New 
York Journal of Commerce, has 
joined the research department of 
Erwin, Wasey & Company. 


Williams in New Role 


Ralph Williams, formerly produc- 
tion manager of the Dyer-Enzinger 
Co., Inc., Milwaukee, has joined the 
Krus Engraving Company, Milwau- 
kee. He will specialize in new adver- 
tising ideas in art and engraving. 


Discussed Typography 

Frederick Goudy, designer of 
Goudy types, addressed the Associa- 
tion of Advertising Men, New York, 
this week. 


Jones Makes Change 
Wesley T. Jones has resigned from 
the advertising staff of the Clinical 
Laboratories Co., New York, to be- 
come advertising and sales man- 
ager of Tempo Books, Inc., New York. 


Southern Editor Passes 

James Banks, 58, editor of the 
Atlanta Georgian since 1912, died 
from a heart attack Nov. 18. 


New Agency Started 
A new advertising agency, the 
Tower Co., has been organized in 
New York. Myron E. Kronheim and 
Harry K. Lowe are the principals. 


Form Agency 
Bernard Josephson and associates 
have formed the Trento Advertising 
Company in Newark to do a gen- 
eral advertising business. 


Freeze Mushrooms 
The General Foods Corporation’s 


plant at Arden, Del., has perfected | C 


a method of quick-freezing mush- 
rooms. 


Controlled Audit 
Group Enrolls 53 
Charter Members 


New York, Nov. 19—Controlled 
Circulation Audit, Inc., has enrolled 
53 national advertisers, advertising 
agencies and controlled circulation 
business papers as charter members 
in the first month of operation, which 
ended the period during which char- 
ter memberships would be accepted 
by the board of directors. 

National advertisers accepted as 
charter members are: Alexander 
Hamilton Institute, Bristol-Myers 
Co., Borden Co., Cleveland Twist 
Drill Co., Armstrong Cork Co., 
Eagle-Picher Lead Co., Ethyl Gaso- 
line Corp., General Electric Co., 
B. F. Goodrich Rubber Co., Graybar 
Electric Co., Hercules Powder Co., 
Hoover Co., International Nickel 
Co., Littleford Bros., National Car- 
bon Co., SKF Industries, Simonds 
Saw & Steel Co., U. S. Pipe & Foun- 
dry Co. and William R. Warner, Inc. 

Advertising agencies accepted as 
charter members include: Adver- 
tisers, Inc., G. M. Basford Co., Bat- 
ten, Barton, Durstine & Osborne, 
Calkins & Holden, Cramer & Kras- 
selt, Fuller & Smith & Ross, Hanff- 
Metzger, Kenyon & Eckhardt, Mc- 
Cann-Erickson, Inc., Newell-Emett 
Co., Rickard & Co., Ruthrauff & 
Ryan, Walter B. Snow & Staff, 
Young & Rubicam, J. Walter Thomp- 
son Co. and Walker & Downey. 

Controlled publications as follows 
have filed applications for charter 
membership: Automotive Merchan- 
dising, Baby Chick, Draperies, Drug 
Topics, Explosives Engineer, The 
Fleet Owner, Golfdom, Highway 
Builder, Housewares Merchandising, 
Importers Guide, National Jeweler, 
Mill & Factory, Illustrated; Oral 
Hygiene, Radio Music Merchant, 
Rug Profits, School Management, 
Successful Merchandising and Tires. 


Sherratt with Equity 
R. Steele Sherratt, former adver- 
tising manager, Winthrop Chemical 
o., has joined Equity Advertising 
Agency of New York as vice-presi- 


dent. 


285 type combinations and 57 type 


faces. Gives desired type effect at a glance. Avoids 
costly revisions and setting of “style ads”. Classifies 
types under 5 easily identified groups, describes uses 
and characteristics of 57 type faces used in modern 
advertising and printing. A really indispensable book. 


ADVERTISING 
TYPE COMBINATIONS 


by Arthur C. Arnold and Robert H. Powers 
price $3.00: postpaid 


Never before have so many type faces been available and used as 
today. And despite almost 600 years of printing history this is the 
first practical handbook on the selection of type combinations for 
advertisements, direct mail, books, magazines, house organs, etc. 
A real aid in rapid, economical and effective selection of type com- 
binations for advertising man, typographer, printer, artist, printing 
salesman and editor. Not a book for the shelf, but for daily use in 
shop, office and studio. Mail $3.00 for your copy of this book today. 


* 7 


* 


Not only is “ADVERTISING TYPE COMBINATIONS” delightful to look at 


and handle, but is built around a practical idea. It should be, and no doub 


tis, a 


very ready help to any man who has the job of putting things into good-looking, 


effective print— EARNEST ELMO CALKINS 


An intensely practical book that will save great many hours of search 


books to say nothing of the saving of costs 


type producer of type effects will find this book immensely 
valuable — CHARLES H. MCMAHON President, Financial Advertising 


Every user of and 


among type 
of revisions — PRINTER'S INK WEEKLY 


“Association. 


ADVERTISING AGE, Book Dept. 


587 S. Dearborn St., Chicago, Il. 
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LIVE TRADE MARK 


Ethel Griffin, of Lord & Thomas 
and Logan, voted the best represen- 
tation of an advertised product at 
the 14th birthday party of the Wom- 
en’s Advertising Club of Chicago. 


DRUG AUTHORITY 
Dr. M. W. Tapley, of E. R. 
Squibb & Sons, who presided over 
the meeting of the drug group at the 
A. N. A. convention in Washington. 


returns. 


P. L. Henriquez 
TO ENTERTAIN AGENTS 


The Newspaper Representatives 
Association of Chicago at the sea- 
son’s first meeting this week asked 
Mr. Henriquez, the president, to 
arrange a series of joint meetings 
with agency men. Newspaper adver- 
tisers will appear on the programs. 


Harlo P. Roberts 


Vernon D. Beatty 


NEW AND RETIRING COMMANDERS 
Mr. Roberts, advertising manager of the Pepsodent Co., has been 
elected to succeed Mr. Beatty, of Williams & Cunnyngham, as Commander 
of the Chicago Post of the American Legion, organization of Chicago 


advertising aces. 


Mr. Robérts’ administration includes Don D. Smith, Pictorial Review, 
Ist Vice-Commander; Otis Beeman, McCann-Erickson, 2nd Vice-Com- 
mander; Arthur Collins, Crowell Publishing Co., 3rd Vice-Commander; 
Wm. C. Henning, American Boy, Adjutant; Art Swan, Swan Studios, 
Assistant Adjutant; M. G. McEachren, Illinois Lithographing Co., 


Treasurer, and D. D. Warner, Mason Warner Co., Assistant Treasurer. 


LOS ANGELES HERALD GIVES A BIRTHDAY PARTY 7 
The Evening Herald took over the regular luncheon of the Advertising Club of Los Angeles for its 20th birthday celebration. Stage 
celebrities provided the fun and the publishers of all the other Los Angeles papers turned out to extend good wishes for many happy 


,RIENDS._. 


a) GALLUN LEATHERS 


HOTOGRAPHIC REVIEW OF THE WE 


GOOD FRIENDS 


A. F. Gallun & Sons Corp., Mil- 
waukee, tanners, are building cur- 
rent copy in shoe papers around 
illustrations of old shoes, which 
Gallun leathers make useful old 
friends. (Left.) 


NEW PACKAGE 


Graceful line and practicality are 
stressed in this new package 
designed for Chamberlain Labora- 
tories, Des Moines, Iowa, by de- 
Vaulchier. (Right.) 


SALESMEN’S HAVEN 


A corner of the reception room 
of the Fawn Studios, Cleveland. 
(Below.) 


= 


ma 
16 iy 


7 


2 


Pion Her ee 
habe = $s = > Neer x, 
seo 
cig te Rese q 
Bia Y A ak ei Ge eee ; 
2 4. : SITE te i <A 
a a . 
ee: i = zt oF = = : 
fh : Le 3 the. ; es : agit ca 
; : Re Sh aie aes, . a ee P ; : ;_ 
—_ oe BP . Tike 9 aR o 2 ‘ f _\ = ia : e Pe : i 
: a — : Lr eme s asin ‘ a ble es. ; \ a 2 gly e : P 
; ie 2 % emer Ge b 2 xm - “ oe ie We ; : ae : ‘a é ; : i 
2 =e ' : : “4 eee tat Sg ‘ ‘ Ay 7 ; se é ae ee = ae uae . ie A ‘ Ay, j : So ; 
" Sade > ; he er p . aes ORE bay see ce? ap gti: Jay <a ae kd ‘ pi PP ? . 
oN hee Rs = ‘ : ee a er eo! Cele oi spel ie re te Wee, oe Oe a ale ae ‘ he he Bee See a a 
ah oe ee. be ae } \ aes ta ae Be) ae pare Ce et ae See ee : BR 2 Re ce a ae ee Ne ce ce 
ike aes : a , oe aes ee’ co SM eae Det Saas Be cy, Oe ee, A, es are aoe em ee ec gels, 8 Pees om 
ee pa : . e i he an ithe. at ee pon , - ia’ Se Pees aa ee Sr a ra a Ea aL oN ee ae ois a: tae 
Die a | Se si ‘ : Ligge), & , ae Be Sa Mie a ee ee Oy ee c, re Ce, ee wh Pe te ae Whe 
ore nem 2 , ae 4 ay <enen ae od beens lt hs LT eee ee ee ila ee toe 
ere ae inies aie “a 4 ae aut _. ers i te oe . ome oa ee ae 4 oe Pte ee oo nn Sa 
ee gx + <i EP © aS - ee. ee a aia Se a 
ee ete Bad eee “Ss < a. ae OF ee Ls ee a aie i. Ce iin oe a 
5 be eats eg : ee >! aa, ees " ae. ae, am, ” ro " ee meme S, es ees A ae Fm Es " . \ ee 
py. Petes \ ee + x ae Cy L er a ia Be ieee vad ‘ peg ke pS a re i. en eer ee. tee w re 
1 ae i ae Rowe a : GGG! * aes, N eee ie as : ee Mae aie I a ese 
‘ | pei > Sie eS . Vee # er 4 at SS eli — en ep i ate oa Tl Bone Se og ete 
Pe ates xe : ——— => «> si nee wig 2 cs me yee To “d ens. ee ; 4 | i alias ee. Sa etek 
Tetras? ee ‘angi eee : Be Ae , ? /— — oe ee a Ty > See ae ee, iy i; ae ll ae a0F ute 
ie aes Ry 4 ‘ ome ae 4 4 Ee a ei ~~ or ‘ i oid ite ee is : er ame er. sa " eter daepel shale A atta 
es ing . ae ee eee ‘ ee Saat ——: es 2. ane : Be ae ha Bais cn cll eo aes 
us here RS i Sa a ne eee - se: . z icv eo. ‘ cet iS 48 > ante eee sea Rhos Nes 
ere Ss 8 <a eS oe : og: glia Fp > @ < a Se eee one ee PEK. sie fee ate eae met 
0% ae ne: < «eet i x aa he Td a tae i. Suet ie ee Ee * . id iy : eee A ap ee ’ Ea We ie 5 i er a nee 
sg he! Dae Seve S Ceara rme a SS ay 4 en | eee “ d Ae Sa, |: t win ie Se dS ee ae ee mei eee YS, a tea 
Soe oe : . oe =. foo ale i é ete be co = 4 «ote ae. rer gar Seimei ool ee nD le ae 
OE eta he of aie me 0 ERIS 1 aie age ee eee ~* Eanes Pee a, i ogg sa eee te 
eee : ie FS. alr cs eta peed — ee inte Sas >» Ne 9k ‘ i Pa eS A wesc Bs Lae 
pe Sus aS of eR he ; a pee 7" Be ° oe : * ee d = Ba, | i : hog sap BP aan ee eee 
sings aa =~ ie es : a ee Nl ee eee 
= ie - ; ‘ ; ; m, i Jn pee A 6.9 : oe)! Ie? |, ee ee pty Se : Do aie 
ee — “ a ae ™ : o Ww i | . “ ee teats, ay 
Ds Ags = ak a ie ae - = : e ae ee i ry ty) =: Boa ae a. & % ' : ‘ ‘ PTA RES 4 ere oS ae 
Pee si : oe - ep ae be ip i a ee, ee ne bn ee ate fo Lele ae ae ea — 
crn a: n Be ee a ‘ Coe a aie toa i a is ze gga sana ee rs ae ¥ . ia ere s mers . s ve 
pe ha Fe Ss eae a - a e.g eee 8g = sh oa eat aceee” Gere ea J ere ae : are = a at 
eee, Xi Pores ae : eer : re She se ~% c me i ( ate ye: ‘— NR a See RES ates | eae ee 
ae S USE te ee eg ae ry wR E “peter ~ ages i alla — “73 Ne Me Re 
Pi 5 3 Se ee dllt—“‘i—~é—sS mv _. ae is ie ’ tad ue te .» a Pe a oa ge ae a 
aie ae ‘ ae we eg # | als ee i ‘ 2 ees ee . Re ae es oes i “4 aha 
jigeee iy oe Pea en c ‘ gS RNS . ; ieee ee < 9 » , 1a. E (aes ae Bi, ees 
ie a 0 re Me 0 Ae : Pe aie wewegs sl i | . 4- ie oer or 73, 
ieee Nomis. << i eel ‘.. . Dia eS. Sige: | age e - %, | ee ae i 7 a! 
Oar eRe ac : ie ai x ; * A i. Spal ge ee ae Boe) ie “ae a “ _ =~ : aes seo ts ae 
/ Soha . age Poe... © Cees td * ie eee : et oe s * b ea so "Taine ae een 
en ig ae oe e “ae pie Aa be it es . i ee , oe ae Vs eee, * t * i pega sk we eck 
mi tire cena Rae a’ , eel cS) Slay eae ‘ eee a tg ‘ ’ 4 =< Re a = i 
sg al ge See a Ce ee eee “ey ee Ee ah r adil be ek ee 
a ey bins 2 ete ee aa =. . x . E uh F . S. pis: come : are ; 
Eas oe a i Soiepies sn. a a e& : ; ae ‘ oe - ‘ ” . Aa poe 
2a oye cht ype ee : _ ee —" > ae / <a 
ae : Lage j : : ee niin aniiiininiinnininiiiiiDaaaiiaanaaEEEAIIInInIaaIaIEIInIIIEEEREEEEEEEREEER —— na = 
, Sn eh ee ae pele een 
fate MMe or eg ets 
| 
: % - 
| 
| — | 
ee : , | a 
ae Ries ec! | errs 
a oe oe om ie io ‘ | s ; = 
se : : tl d lira a 
iinet 4 — ; en 
oe * 7 . 
ee 3 apts. © 
oc Ne . % = ~ Ps ot” —_——_ ry i pe 
ey q , Bs. ‘ ; ae ° ; & eee 
7 ‘ oe a , = ee “9 Seales 
——— = ee “a 4 a ® : i; | be 
a r ao & fh ed 
a - ees : x : 
> oa : er Sy pct . ee Saag . | 
a ee wast ot apn PBF a Bee oe aC i te tee] $ ‘@ ae 
an = a ; 2 RN ic ee ieee ok Ph 
a aa : See Peete Be A ESR eR oe ‘ eer? 
SF oct Se a ’ ; . oo eh mee . tt ‘ ee 
eee ‘S ee io Sb . , Fn Bie ee ; tft EB te P a suns ae 
ARRAS 6 oe = ‘e? Tae es & pe) PE oa - % ~~ ee. } re: 
* ated al P ‘ : a * 5 ee ee es ; 1 ; eee 
a _ a ; ia Tee - are go aa a aeeractiened + ely OE Qn is : ae 
pe 3 F : : ag gq : : ect) a PB n eee ic 2 é 3 | ae ee 
er ee “+ q i 32 Mei tance pera. A ee a title: ’ perth sacs 
SS . ee yoke i ‘ fe oy Bs a jo i aan q — “ | Gar: 
a : <2 ee * ae Betsy, eee ht a pt) 
SS 2 ee : es’ de SoM q re iat ee : Wea ge: * ” e 4 | ‘oa 
re : = aed 2g Sede eee st P 4 — 
Cice ‘et a eg . eS ll ee oe. 
Lae toed Sy a ee , au A all ee ih ds Rah ’ a a 
Pea e oo: er Ph oo Ss asi - - ge Si 
es) . ? Fe y or ara | Se Fe pes 7 
egress ’ ™ : Br , anes —— . Peavy 
oo a rj4 — : 
Paige ahee at gt a4 ; te —_— Bic : - n 
er, a 33 ee aig Ry : oe ae —_ , : ——— ; ’ 2 ae 
eee ie . : & es. le a 3 — - . re y is aa 
cig: rae oe . 4 — ratte Sl UU ¢ Et 4 Pi te et FF ie a ak “ SS Bae 
: y ae -—. me a a x, a4 etc » ‘ Ait — — Bee.” RSE eo 6. *, ig t8 
‘ : a : es J... oe % Z 7 tee ee ee a _ 2 Neat rsa! 
re P en % ‘ : oid eee ‘ a : 4 lt 
aa <a sy aa eS ——— lr | 
apis A fron . Sy a4 . >: > a 4 £ | a oe oc — or te a 
ee ia Deus. eS ; ; a ts “ mer 4 Bi: 4 —_ me rr oe 
oe etl 2 di ai, q 3 4 ee : . Bec Pe ee = ; a 
ae +i =e oe wii 8 miss a - ii a : é ei” 7 “tS a Pete Pa ee gaa 
ee f ‘ “e et Re x 8 8 . iw ee ° . : RE RSE by 2 
Nin. ae . gee hal Zi Bee ae ; . ee *, ice, me semper ak. ee 
Tea: ; Es z sz “ $a5 + & Z oe q P és satel ih oe oe se re “% me : ta as 
F ry : eae re : oS e 
a > witiers fo . eee Ca : , "5, @4 Se 
Fey . ¥ * ; bt en re 4 _? 
A adits _ XZ . - i ' x» iu 
—as eae Sy Pee ‘§ ey & aS Aa we € nigh _ i 2 ha 
; — 2 -; ; Bea 3 pe baie al 
ee oe ee 2 Pe | a 
A a : 6 , a. ? 4 
——_ lee oe PB, ss : 4 eee . 
PF a 5 est ae a , * , ee asl es 
' oS 7 tess te t sar rr F +h age we on ; oem aa ; 
i 24 oe - Pee a P :. ° be < 
‘: me... , — iss Re oe Ne : B,. a xe Bl he oe 
a : phe) een dae. "S ei mre A Patch aa ; ae : * : & 45 £ + 
= Ct Sena a ie iy ao ee ati oS © ae etn «gs Se ie Beit. ai Nini 3 ce ‘ . 2 1 ¢ Pers ; 
- ee a +,“ a... oe oe Bae Di ‘ oe ok 
as a mies, ae . ee Ss , os « sag gh j 4 i a * es ne i age 
rien er aes Gea ee. —- ere ; i pha , Parl P ti ims fae ce es k es Se — : kao ‘nel &i des j a eee 
ee On TS os lalla alae , = i Tice ‘ago he eee tle i. 5 se, ep oa ae Nata 
gn Teste oo a : a : al é Sei a i i ia ta ; a * ea 3 Caan a x eS $ a : ‘ oo a Peas 
a ai sy > eee ae - ree Mara’ x 4 in og Behe’: i pe a " ‘oe ee eel 
i eee me: , ‘ ty a ceeaed : J g x BE € ws ei x nen tear i — a os 
= | ot a - 5 a % sist bye. ‘ one ie ? i ac a : rr a . $s te kee we 
wok. | Somes re ; = ‘ j gece eis ; ‘ ~ se Fe ae : i : Seth: i a a 
as oe ae veal ne s<% m — be en cu 2 = oe nai ee ” oe ay % ia i ee. a 
al es sant . - per ‘ “ieee rom | # al ‘ —- i» 7 ‘, a = Sd 
rete si fs we Se ae hi Lae. iiss * a K , ee bie 2 Ee ee CL —s me tia 
Pe is ee : iy a. 7 pete S,: Le Rae Ab at ‘. ae 
ee a oe a le oy phe, 5073. a aan : a. ae. ee ‘ No. ak. ee ey a ro ey iy “a ae 
ee a eae i mae : on ie , .. ai : 4 a oC ee ee oo. Ae a toy Dye 
nla cs ae ie eae - ae: re ¥v ces ae ts - a dy ‘ oe hig a no ak. SS i wait: eee : ‘near 
2 aid ae ee a # “ a i A ae ee ee * * ; ae 
i pie oe re a ree e* ore tn ; i @ a ee a , ae ER on os oe 
: a | .) _ Lae i rn 2 Son © | Pai! pee a 
ie BE : i SERS : ew "hg ge a a oe ae a : eee. bP ome Fk : 
OT eee Ae a og eee a Es et eee fl ae Te li : : Ba 4 ieee = . : 
: re, «eas * * ee ae 2 cc ei al oe He eee oa 8 a Sitien Mie a oh ie ee ae i eh 
is el Ee PY : Bs — ae ee os eS a FS x oat Pe % 
eke ag ay, ¢ é - on Sie: i ~*~ i ae o> og eS - 
re a. " r eee e pe eh Tm oy y 3 4 a “2 % = te 
Po . : = * bi es Sa an aa , ck wae ‘ Bie : 
| — 4 j eae Oe ig Sie Oe a: Se Bf 
i : Bs a es ore ‘Sy Oe be j 3 : Co, ae so eee = aoe Re 
* a _ BE ti. i ge Nee 7 ee a oe ‘5 
. a ig ee : . chad. ae cage GPa, Eee eee oer os sae iy Rg ane ie oe NG oe e 
| pe | | . it. Te M 
a a a Eig 4 i Z sar a : 
7 = a. - 4 % 7 nm sa 
iste Pos. ae Pan j me : 
Ca Seeks * mae oi eS Pa ee ae - 
au Bae (oe ; So. a ce : : ‘ss ite Fd 4 
tie a saaie. bs gees ’ Oe, ee Ce oe Ro ae : f -_ : 
Sn at ae ‘oe ae 7 MBSE 
: ae Be ede ‘a 
a ie COPE ses | Fee ok po. eae” 
ancy SecA. ue oe pane 
oa eS ok La 
ro a Se ae — 
oS an oa oa 
P : a — | ae 
a) mee mes 
5 EI ao : Bae 
ae oo he ee 
7. ae . 
tele: bg Meas 
aeons 
Cee, Ra 
#4. hae ee me cad 
e ea eas : 
at i. 
ie Beet he 
4 ee ee o 
i 
Ne fe 
i die. 
j 
gol eS - 
eo 5 a ait he ae ee a ie 3 Se RE Ape oor tie aec ieee cc male ant ere Sea ages Fee Sete Fo aks A NSN ete hs) oR os ool oy AE og Cee FM Be al ee NN cai ee ee oe Br ee to Wad eatin enor yay ek a 
ae Ee te Ate ee a nee aes : ‘ ape anaes a! ae es ve aera ay as ee rales i par metre Re sae a beets ey ke aii el bc 2 ich = ahaa Gee ee Caen er ee A 
ae 5's sae , ae Se TE Aloe Se im | eg fps : gk a: et Pep ee ee a pe pee ree: ae Tr Cees Ne TAGS a ere WRG aa mana org me Pe Pets mets Saat e ase Soy Meant geet ie Nurul 
F Lie 6 eis Bete ie Tou ‘ec ricer SP Poe ae ot ote a eae eae ea oe SOR eee tages. | Seige sk eeees Cia sgh Be RR at ne SRD ah ioe y's. et eee eee TA ae DI ad ade ts 
hosp: 2 eee LY A eee eae 1 ile eS ee ee oo OLD ee Cae, = eee Foe CA Rt OM ean mn et. ee em A Bea ae eal id Se AC aha ae 
; oe is Pa ue ea ae eX Pant ee Rei r keer Pe eS ey) al hy. eee rere ky ser em Veta uum” -* aoe ee Re yaa) alles PG ee ea a me - Be aes pS he Mere ei er 


